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FLURNITUIRE

Fashion...Quality...Value and Safety ™
The Manchester and Britannia were designed with the most sophisticated furniture purchaser in mind. Attention to detail,
deep mung, nail heads & tufting, will wrn }'Uiﬂ‘ Living Room into a Library, a place to relax after dinner, and read a classic.

*Over 120 Comfortable Styles *Over 65 Seational Styles;  *Over15 MotionSoyles.
*Over 30 Leathers, in over 150 Colors — *Over 75 Luxury Fabric *Over 96 Ultrasuede™ Color Choices
-Enrparawﬂcaﬂquaﬁmsw: 4900 Edison Ave. Chino, CA * Phone - (909) 393-4400 » Fax -(909) 393-4401




A Powertful Solution
in a
Challenging Environment!

Let's face it I's tough out therel. how vou not only compete, but rather Excel in
a difhcule retail chimate 1s one of the most challengimg issues facing our retail part-
ners today, The team at Kathy Dreland Home by Omnia Furniture understands the
obstacles vou face and is ready to offer you distinct advantages that may mean the
difference between trying to maintain last years' figures and growing your market
share in the current economic environment we lace,

As a Brand Partner to Kathy Ireland
Home, our mission of *...finding solutions
tor tamilies, especially busy moms”™™... is
centered around offering a produet line
focused on the 4 corners of our business
maodel: Fashion...Quality.. Value...Safery. ™
I'he challenges facing consumers today
when 5hu}1|nu;., for home furnishings are
tremendous, between hectic family sched-
ules, choosing coordinating décor and
trving to stretch their dollars as much as
possible, it 1s no wonder that retailers have
to be at their best to gain the confidence
ol their customers. That is one ol the
most powerful advantages that our retail
partners enjoy at Kathy Ireland Home by
Omnia Furniture. Product branding has

L changed the way consumers shop for and

& purchase items by creating a comfortable
4 and convenient solution to the need o
desire they have, Kathy's customer un-
derstands the benefits she receives when
she partners with products that Kathy offers through her Brand Partners and the
retailers they service. Whether it is Lluumng from a multitude ol styles and designs,
experiencing the wonderful value that is offered by the quality ol our [:nuluu lines
or knowing that family safety is always a central focus of our products, Kathy's cus-
tomer has voted to join the brand family through purchasing her products.

With thousands of products offered through retail showrooms around the world,
Kathy Irelimd Home has become one of the most successtul brands in the home
furnishings and fashion business. Our retail pariners are experiencing a growth

i sales and profits as a result of offering Kathy Ireland Home brand products as

a part of their merchandising plan. With over 120 frames and 150 different colors
and styles ol leather and fabrics to choose from, Kathy Ireland Home by Omnia
Furniture offers vou one of the largest and most flexible product lines available.

Our quality standards are second to none and the marketing support through point
of purchase, hang tags, product information and training produces results for our
retail partners,

July 28, - August 1. 2008
in Las Vegas at the Please take a moment to visit with us during the 2008 Las Vegas
Wurld Market Center Market and experience the power ful solutions avatlable from
Y

Kathy Ireland Home by Omnia Furmiture. Located i building
T 5 ]
Building “A™ Space # 256 | ¥} space 256, our showroom is conveniently located on the

' - 7T - second [loor above the registration areas.
Manufactured in the U.S.A = ¢

Journal-plaza.net ®
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The Business Solutions Magazine For Furniture Retailers
FOUNDED 1870 » Visit www.fuminfo.com The Industry’s Most Extensive Fumiture Site

OPERATIONSmanagement

04 FOAM PACKAGING
MATERIALS RECYCLING BASICS

Recycling EPS now makes sense for fur-
niture retailers. There are o number of
processing alternatives that can change

its disposal from o big expense to one
that can adually generate a payback.

MARKETING mancgement

12 REVENUE OPPORTUNITIES
WITH FREE WEBSITE ANALYTICS

Google has empowered any home fur-

nishings retailer who wants to uncover

andfor create revenue opportunities by

installing Google Anulytics on his or her
wehsite. Here are the top ten ways you

can use anabtics to generate more
offline sales from your online efforts.

24 FORGET OLD MEDIA
USE PECPLE MEDIA™ PART 5

People Media™ begin at the top. Your
store’s Brand begins with your own per-

sonal Brand. All of us have o Brand. You
cannot fuke it. Here are easy and inex-
pensive tips for using People Media on

your website, on your sales tloor, in your
direct mail and even of the point of

delivery

36 RETAIL PROFILE: DECORIUM

Once custorners walk in the front door
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Cover Photo: Featured is Manchester & Britania from Kathy Ireland
Home by Omnia Furniture. These classic pieces were designed with the

wwrw.omnicleather.com for more information.

ot Decorium, this retailer’s focus is on
engaging themn and keeping them
tocused on the home turnishings buying
Process.

SALES SKILLS /mancigement
|8 16 BEDDING SALES TIPS

Sixteen ways you can hoost bedding
sales... from developing rappeort [#1) To
handling custormer ohjedions by treat-
ing therm as implied needs.

46 WHEN SHE SAYS, TLL
KNOW IT WHEN | SEE IT."

The main reason salespeople should
not handle the Il know it when | see it”

with resigned reticence is that to do so is
to betray their role as consultants. Here
is how you might, in this situation, get
the custorner’s permission to assist them
in finding the home furnishings that they
truly need and deserve.

|6 HELP YOUR BEDDING
CUSTOMERS TG COOL IT!

This aticle is the first in o two-part series

exploring the physiolegy of sleep, the
evolution of bedding produds, value

promises and how to accurately convey
these messages to consumers at the
point of sale.

DEPARTMENTS

30 BEST SELLING DESIGNS
FURNITURE WORLD editors’ picks of

best selling fumiture and accessory
designs.



Hole-in-one Performance.
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Get your business back on the fairway.

With a wide range of business consulting services
and state-of-the-art technology solutions, CDS
can help you straighten out your game.

Web S‘lte Whether it's conducting a financial business
FanciilEatiAn analysis for executive management, developing a
COnSUltatIOn succession plan for the transition of ownership,

B creating campaigns and strategies to increase
alesi@casgroup.com visibility in the marketplace, or designing web sites
——— to drive store traffic, CDS delivers the solutions you
need for your best game ever.

Business consulting that achieves;
Software solutions that perform;
Marketing strategies that sell.
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For more info on CDS services and products, contact us at 888.309.8002 or visit us at www.cdsgroup.com




Foam Packaging Materials

RECYCLING

Styrofoam (EPS) is 2-5% petroleum based styrene and 95-98% air.
Recycling this bulky oroduct now makes sense for home furnishings retailers.

he April 2006 issue of FURNITURE

WORLD Magazine provided «

comprehensive overview of recy-

cling and trash disposal. This arti-
cle, posted to the Operations Article
Archives on www.furninfo.com included
information on recycling Styrofoam {EPS)
used to provide damage protection tor
merchandise from ottshore and domestic
manutacturing locations.

While EPS is great for this function, its
disposal characteristics are of increasing
concern to furniture retailers for cost and
environmental reasons. Styrofoam or

EPS is a composite of 2-5% petroleum

based polystyrene and 95-98% air. This

material doesn’t compress in compactors

Warehouse Management by Dan Bolger

and a thousand pounds of it can fill a 53

ft. trailer, making disposal very expen-
sive.

Recycling EPS now makes sense for
furniture retailers. There are a number of
processing alternatives that can change
its disposal from a big expense to one
that can actually generate a payback.
This article will provide highlights of sev-

eral successful approaches. One will
surely be viable for your company.

CASE STUDY
LINDER’S FURNITURE
Linder’s Furniture, the 2007 Western

Home Furnishings Association Retailer of

the Year, operates ten locations in
Southern Calitornia. Operations Director
Mark Kantor provided insight into a
comprehensive program at Linder’s that
resulted in the recycling of approximate-
ly 95% of all traditional waste products
including office paper, corrugated, plas-
tic film and EPS. Only garbage goes in
the trash now.

Their on-site installation of Runi equip-
ment provided by Olympic Wire &
Equipment resulted in a payback in less
than one year. It also resulted in favor-
able publicity in the local papers and
positive employee attitudes regarding

their roles in making the environment
better.




D ARAFEEYV

S ORT FURNITURE

' Experience the Darafeev Difference.

I.uxurious Custom made furniture that is Crafted to exacting Quality
Standards. Since 1959, Darafeev has been the number one choice of
_Elite Retailers for their “Home Resort” Style furniture. Made in the

- USA from American Hardwoods with Quick Shipping programs.
‘More Fun to Sell, More Profits to Earn!

_[

www.darafeev.com / Phone (300) 227-7866 / Fax (800) 664-4329



Runi equipment handles EPS by pro-
cessing it into dense foum blocks. The
end result looks like logs that are easily
stucked and palletized. The material
from Linder's is shipped to Timbron
Corporation in Walnut Creek Calitornia
to make interior tim moldings for Home

Depot and other customers.

About twenty other locations have
been set up with Runi equipment by

HT has designed an EPS densiying

riechanisi Using high volurie extruder
technology: EPS scrap is densified info
hard ingots going through crusher, heat

bands, and extruder. The X1-200 is sutable
for smaller to medium sized retaifers. The

XT-700 unit can process volumes for

cormunity recychng or large warehouse
operations. The X1-508 is the most popular,

used by Oy Furniture and Eldorado
Furnture.

& FURNITURE WORLD May/ne 2008

Runi equprient handles EPS by processing it info
dense lpar blocks. The end result looks like logs that
are easily stacked and palletized. The matenal from

Linder's 1s shipped to Timbron Corporation in Walnut
Creek Caliiomia.

Foam Packaging Materials

Olympic Wire & Equipment in the West
Coust region and there are numerous
others throughout the WUSA and

International locations.

OTHER EPS
RECYCLING OPTIONS

f you are a smaller retailer for whom
this capital expenditure on equipment

doesnt muke sense, there may be other

Journal-plaza.net

RECYCLING

options. Check to see it there are com-
munity-wide recycling solutions for
smaller generators in your area. The City
ot Roseville CA, tor example, has been
operating o community wide progrum
tor EPS since fall 2007. Matenals can be
dropped off at severul recycling centers.
The city provides containers for pick up
from local fumiture retailers generating
larger amounts of EPS. Amungernents

have been made for businesses to drop




off EPS peanuts at package stores for
reuse, and bubble wrap is recycled for
use by local libraries to package inter
library loans. Sam Bigley of the city’s
Environmental Ultilities department says

that the response has been very positive
and they are looking to expand their
capacity.

Another approach to EPS recycling is
to shred and extrude the foam material.
This process removes air and produces
ingots that can be molded into lamp
bases, baseboards and similar items
anywhere in the world. The ingots are
fork lift handled in either large bags or
boxes. City Furniture, Eldorado Furniture
and many others are using RecycleTech
equipment that uses this technology.

There are also numerous companies
that can use packing foam for alternative
uses. For instance, Rastra |nc. re-
processes the foam for insulated con-
crete forms. This option may only be cost
eftective for you if you are within a rea-

AFTER REVIEWING
THE COST OF
DISPOSAL VERSUS
TRANSPORTING

to a New Jersey foam
recycler, Suburban
Furniture’s Mark Friedman
chose hauling fo the
recycling facility

sonable distance from the secondary
user of the material. After reviewing the
cost of disposal versus transporting to a
New Jersey foam recycler, Suburban
Fumniture’s Mark Friedman chose hauling

to the recycling facility. They accumulate

RECYCLING EPS NOwW MAKES
SENSE FOR FURNITURE RETAILERS.

There are a number of processing alternatives that can
change its disposal from a big expense fo one that can
actually generate a payback.

the foam in large plastic bags or mat-
tress bags and deliver them in their own
truck.

In conversations with retailers and
delivery companies at the 2008
International Furniture Transportation &

VIAKING VIONEY IS EASY.
JUST PUT STYROFOAM
IN THIS END...

AND VIONEY
COMVES OUT
- OF HERE.

WELCOMVIE TO THE FUTURE.
IT'S OKAY TO PROFIT WHILE SAVING THE

EARTH. GO GREEN.

wiry and rgnipearnl, i

Call us at (89489) 646-9731

or visit us on the web at www.olympicequipment.com

Journal-plaza.net ®




ANOTHER APPROACH TO EPS RECYCLING

is to shred and exfrude the foam material. This process removes air
and produces ingots that can be molded into lamp bases, baseboards, efc.

Logistics Conference, everyone con-
curred that proper separation of the var-
ious materials for recycling is essential.
Foam glued to corrugated can’t be recy-
cled. Retailers should ask their manufac-
turing suppliers, to work towards incor-
porating packaging details that maxi-
mize recycling opportunities.

Whether one system is better than
another is beyond the scope of this arti-
cle but users of each system were
pleased with their respective results. Any

solution is obviously better than land fill-
ing EPS. Both Runi and RecycleTech offer

Turn your Foam Waste ?

equipment with capacities for small,
medium and large generators of foam.
The current value is in the range of 8 to
30 cents per pound depending on geo-
graphic location and market conditions.

ADDITIONAL
INFORMATION

Alliance of Foam Packaging Recyclers:
http://www.epspackaging.org/

Olympic Wire & Equipment Company :
www.olympicequipment.com

Recycle Tech Corp:
http://recycletechno.com

City of Roseville CA:
www. roseville.ca.us/eu

Daniel Bolger PE. provides operations con-
sulting services to clients throughout North
America You can contact Dan at bol-
ger@furninfo.com or call 740-503-8875.
For more information on this or other trans-
portation, logistics and furniture warehous-
ing topics, go to www.furninfo.com to read
all of Dan’s articles.
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info a Valuable Resource.

the leaders
of furniture
indusiry
are using
our system.

EPS Recycling Solutions

XT500

EPS Faarm Densifisr
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info@recycletechno.com

RecycleTech Corp.is the largest polystyrene
recycling equipment company in the U.S,,
offering a complete solution for your

EPS - Styrofoam™- waste problem.

e |

RecyclelTech will buy back
100% of your densified EPS.

E——

} \ ::' Volume e duction
By [oflo s D 7o 970 1o |

~a

Phone 201-943-7142 / Fax 201-943-6928

& CYCLETECH www.recycletechno.com 1010 Hoyt Ave. Ridgefield, New Jersey 07657
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Discover the Difference.

“‘With Vision R8 we have expenenced increased
efficiency and productivity in virtually every area
of our operations. STORIS has been terific for
our business.”

Jay Howard
President, |.O. Metro

STORIS is different and it shows through
the long-term client relationships we
have built. By partnering with the leading
expert in Retall Solutions, progressive
companies like |.0O. Metro, gain the ability
to maximize efficiency, the foresight to
identify new opportunities, and the
information necessary to optimize
operations. We focus on building strong
partnerships that help retailers accelerate
productivity as their enterprise grows.
Let's build a connection that lasts.

Take a Closer Look...
Call: 1-888-4-STORIS
Visit: www.storis.com

SJORIS

Journal-plaza.net ®



Charles Ray & Associates designed by Candice Olson - Sofa

©2008 World Market Center Las Vegas LLC

Building C promises to be the grandest opening yet!

World Market Center Las Vegas now has more than 5 million square feet of new vendors and new products—a

To register and book hotel rooms go to www.lasvegasmarket.com
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LAS VEGAS MARKET"

July 28 - Aug. 1, 2008 | World Market Center Las Vegas

WELCOME TO THE NEW WORLD,
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ust about every home furnishings
retailer has a website these days.

~ Create Revenue Opportun

AT
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Free website analytics can help you unlock the potential
of your website, your advertising and your business.

Some are well done, customer

focused and brand appropriate.

Internet Marketing By leslie Carothers

Many aren’t, but we will leave that dis-
cussion for another day.

Even fewer retailers take the time and

effort to track their website analytics. So

why should you do this? Well, first, it's
free. No strings attached. Google has
empowered anyone who wants to
uncover and/or create revenue opportu-

nities by installing Google Analytics on

W Ty

Wiy Account | Help | Contact Lis | Sign Out

| Jan 1, 2007 - Jan 31, 2007 |

B Dec 1, 2006 - Dec 34, 2006 @ Jan 1,2007 -Jan24, 2000 Visits

g S

o

0 'H.__‘ 2 = N

<00
By gy

| January 15, 2007 January 22, 2007 Lianuary 29, 2007

GOUSI(? Analytics
Analytics Settings | UL DL ] Clickio sekect Wetsiie Profile b d
Dashboard
»Samed Reports - \ (= =
Export w ) [ [ Email |
8 igitors LEhpor e (el tmaty
%, Traffic Sources am
0 Content . o =
F Goals ay
W Ecommerce 4. -
Settings
B Email | January 1, 2007 | Janvary 8, 2007
settings o
e SAe LeIge
Conversion Universiby
SoCRaL Aian Ay, 16,107 visits
© Dec: 1!.2(:%- Dag 31, 2006 13,200 (21 84%)
oAy 3.86 PagesiVisit

Dec 1, 2006 - Dec 31, 2006: 4.08 (-5.37%)

eesinid 36.81% Bounce Rate

Dec 1, 2006 - Dac 31, 2006: 3558% (2.300%)

AL 62,142 Pagsviews

Dec 1, 2006- Dec 31, 2006: 53,355 {15.999%)

Adoondl 0003.22% Time on Site

Dec 1, 2006 - Dec 31, 2006 00:03:31 {-4.27%6)

Westonl e S0.44% % Now Visits

Dec 1, 2006 - Dec 31, 2008: 49.73% [1.4255)

Map Overlay world

Yyt

i Browser Vistts % vishs
11,543 (71.85%) Intemet Explorer 13,136 81.55%
W Bearh Enginss : '
2,108 (19.20%) Firetox 2,349 14.668%
¥ Rsferring Sitas
1,456 (9.04%) Satar 303 2 44%
Netscape 116 0.72%
Opera 55 0.34%

his or her website.

Only a company with Google’s mar-
ket power and incredibly smart employ-
ees would make such a usetul too
available for free, but they have, anc
everyone of you with a website should
want to use it - especially in our current
economic environment.

Working efticiently to maximize RO is
imperative in times like these and
Google Analytics makes this much eas-
ier and less time consuming. It delivers
many of the metrics you need to accu-
rately measure the effectiveness of
almost every aspect of your online and
oftline advertising dollars.

With careful review and interpretation,
you will be able to immediately make
changes to your website and to other
real world operational areas to bring
you into closer alignment with your cus-
tomers’ desires — NOW and in readl
time.

INSTALLING
GOOGLE ANALYTICS

How do you install Google Analytics
on your website, and what, exactly, will
it allow you to do¥?

Jourmal-plazanet®
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IS Dashb

First, to install it, type the following link
info your browser’s window and follow
the directions found on this blog:
http:/ /www.themeplayground.com/how-to-
install-google-analytics-on-your-wordpress-

blog.

Now, what are the top ten ways retail-
ers can use analytics to uncover or cre-
ate revenue opportunities?

The executive dashboard function

allows you to see all of the most
critically important metrics from your
website at one glance. If there is a prob-
lem area, you can immediately take
action to correct it.

You can target your advertising dol-

lars much more effectively because
this useful tool allows you to see deep
geographic data. For instance:

*You can see exactly what zip codes
your website’s visitors are in.

* You can determine exactly what
aregs of your frading area are gar-
nering more page views.

 You can measure if your offfine ads
are working by noting how many
more page views you had from g
patticular geographical area by date
of time based on when you placed a
certain ad.

alh T whe o g apehi T
L b v
- s s BBE (=3 e 0l
Ham palin

You can see how your website is

performing with different date
ranges-at a glance. This allows you to
immediately see the results of a direct
mail campaign or an ad that was placed
in a more traditional media format.

It you advertise with AdWords or Ad

Sense, Google Analytics will pro-
vide you with specific metrics for each
campaign, group or keyword you use.
You can see the number of clicks, the
cost, and conversion and if it resulted in
an ecommerce fransaction (it you have
ecommerce) or some other goal that
you've pre-detined. Then, it will calculate
your margin-revenue spent vs. the cost of
acquiring the customer.

Site overlay allows you to see how

many times each link on your site
has been clicked and whether that ulti-
mately led to conversion if you are run-
ning ecommerce. If not, you can take a
look at your most clicked on links and
brainstorm what is it about those links
that is appealing to your visitors. Then
you can replicate that information in
other media. In addition, you can re-
work those links that are not attracting
visitors to make them more relevant. You
can do this as often as you wish.

Analytics also allows you to set up
specific reports and specify when

Journal-plaza.net

You can measure if your offline
ads are working by noting
how many more page views
you had from a particular
geographical area by date or
time based on when you
placed a certain ad.

and to whom they will automatically be
sent. This makes for clear communica-
tion and huge productivity savings.

You will be able to see which key-

words visitors are using to come to
your site and their ranking. This allows
you to set up targeted advertising cam-
paigns with those keywords, send out
ofters to them and add relevant content
to your website to bring them back for
more. For instance, if the number one
keyword that people are using on your
site is “couch” vs. “sota”, you can buy
the ad word “couch” in order to gener-
ate more traftic. It can also alert you to
bizarre keywords and unusual trends that
you would never find out about other-
wise. If you find out, for example, that for
three months running, the top three key-
words on your site are: “outdoor furni-
ture”, “kitchen tables” and “area rugs”,
you can add appropriate content to your
site and also alert your buyers to the fact
that consumers are looking for these
product categories on your website and
probably in your store as well.

You will be able to identify websites

that people are coming from to visit
your site and also view the number of
visitors coming from each of these sites.
You may want to consider sponsored
search ads on sites that send you the
most traftic. In addition, it you do ecom-

May/June 2008 FURNITURE WORLD 13



merce, you will be able to see how many
people convert off of each referring site
and so understand the relative quality of
the traffic you receive.

You can track how many of your

visitors come back to your site
again and again so you know it your
content and offers are relevant. |f not,
you can make changes to bring up your
numbers.

'I Last, but not least, Google

Analytics tells you what the top
content is for each page on your site.
You can see how many times it has been
viewed and how long the average cus-
tomer “sticks” to that piece of content.
By looking at this daily or weekly, you
can determine what content your cus-
tomers find valuable. This will allow you
to offer more valuable content, ofters or
coupons on specific pages, or stage a
special store event that relates to that
content.

There are many more metrics that
Google Analytics offers you, as well. As
you explore and become familiar with
this tool, you and your team will find
even more creative ways to uncover and

create revenue based on your particular
needs.

Before setting up your reports, you
may also want to take a look at this
excellent article, “Make Web Analytics
Actionable:  Focus On  “What's
Changed” at www.kaushik.net/avinash.
This article points out that that sifting
through piles of web data can be difficult
and tedious and mentions additional
tools that savvy marketers can use to
focus attention on changes in the web
use data stream over time. These tools
can help you to more quickly see which
keywords are rising or falling and help
you to find hidden trends in website data.

For any retailer, using and taking
action on the metrics available from the
free Google Analytics application is «
huge step forward. It can help to tightly
align your buying, visual merchandising,
website, marketing and advertising
teams in order to attract new customers
who are looking for companies that
understand them, listen to them, engage
with them and advertise to them with
offers based on their real interests.

Once your customers understand that
you are avuthentically and consistently
targeting your messages to their particu-

Google Ansiytca Gt
b
LA
(Bowees Jon &, 2008 - Fub §, 2008
— Benchmarking (Seta) e Seuteust 3
-y - .. L T T & . v Bamybmugn i Y e il
o W‘ WW
U " - - . e PP hiad g
I P :—1. — - ot - :_--_ -.:: ¥~ — — - — iy -
Tonfe | s uam
ot 155,555 vin 72.22% 8ousce Rate
(EFT _— s bl - T T —— NI LT
- ; # "l F sl * il
s

i SUPSIPEY, S

iy | B e R i . - E s Sl ]

00:00:42 Avg. Tres on Site
P haTE L . e

e TH T -
Vel e il
! Lo ey | B8 - P s P -
+ e e
433.333 Pagevewy
= C e e ‘.I..I .::u. !
— 1 — i — T - —
2.50 Fagenvian
a2 L | A W Y]

14 FURNITURE WORLD May/June 2008

Journal-plaza.net

lar needs, your opportunity to gain mar-
ket share, margins and referrals can
increase exponentially. These customers,
cultivated intelligently through your use
ot leading edge website analytics are
likely to become your biggest advocates
in both the real and online worlds.

leslie Carothers, is a 25 year veteran
of the home furnishings industry and the
principal of The Kaleidoscope Partnership
- a national company that helps retailers
and manufacturers leverage the infernet
and their websifes fo powertfully and prof-
itably impact their businesses. Her areas
of expertise include: Using analytics fo
drive profitable growth through different
business units; writing content for retail
and manufacturer websites; increasing
conversion rates from phone or email
inquiries; and helping retailers and man-
ufacturers lay out their websites for max-
imum ease of consumer and consultant
use and functionality.

Questions on any aspect of infernet
marketing including how to use websife
analytics, can be directed to leslie vig
the furninfo.com message boards or
emuail leslie@furninfo.com. She can also

be reached directly at /13.705.2482

You can see how your

website is performing with
different date ranges-at o
glance. This allows you to
immediately see the results

of a direct mail campaign or
an ad that was placed in o
more traditional media format.



Add Elements of Natural Beauty to Your Showroom.

Come see all the fabulous Bedrooms in stock at Collezione Europa. All of our collections combine the style and
value you've come to expect.

Corporate: 145 Cedar Lane, Englewood, N) 07631 Phone: 201-541-8600 @ M = E
Showrooms in High Point, NC, Tupelo, MS and Las Vegas, NV @ @ZE@H@ M@p&



Help Bedding Customers To

COOL IT!

Part 1: Customers need more than just a mattress.
They are really looking tor a good night's sleep!

n the pust decade, awareness about

the importunce of o good night's

sleep has increased dramatically. The

bedding industry and consumers alike
have reaped the benefits of new medical
knowledge about sleep and the body’s
sleep physiclogy

Dr. Jumes Maas, pioneer in the field of
sleep research, helped bring this knowl-
edge to the masses with his 1998 Best
Seller, “Power Sleep”. In his book, the
Comell University professor tackles such
topics as sleep physiology and ways to
help improve the quality of sleep Getting
regular exercise, for example, is just one
of the fadors in helping one drift into
inconsciousness of bedtime. Bedroom

nvironment and diet also matter

Wil licrn C. _l’emen’r MD _PhD nnd

center at Stanford University also
explored the physiclogy of sleep. Dr
Dement was the first to intensively study
the connedion between rapid eye move-
ment (REM sleep) and dreaming. In his
bhook, “The Promise of Sleep,” Dr
Derment teaches how to "reclaim healthy
sleep" in one’s own life by adopting «

"sleep-smart litestyle."

Harvard professor and founder of the

Behavioral Medicine Insomnia Program,
Gregy Jucobs, not only explored how to
achieve healthy sleep, but adually over-

come insomnia. One of the most impor-
tant factors he stresses: developing «
sleep-enhancing lifestyle incuding diet,
exercise, and an understunding of the

'|mp¢ﬁnnq_e of hady _g:ﬁ&eruiure

ed consumer ks for

An inform
- wan initial comfort in their

weh m

Sleep Physiology & Technology by Guys Eckert

bedding — and it’s our responsibility to be
a knowledgeable resource on the partic-

ulars of sleep physiology

Historically, the bedding industry has

ruggled to rid itself of the commeodity
lubel and longed for the day when a new
mattress was mentioned in the same
breath as a vacation or health club mem-
bership. Now that medical science has
confirmed and stressed the importance

of healthy sleep, that day has finally
arrived ot retail. The bedding industry
has matured betore our very eyes.

Bedding technologies now encompass
everything from memory toam and per-

formance fabrics to synthetic and natura
fill pillow tops. o

This urh-::le is ihe '
senes Ib




How Direct Response Marketing Gan
Increase Your Sales And Profits

It’s no secret that times have been

difficult for retailers over the past
several months 1m the home

furnishings industry.

Talk of recession
abounds. GOB sales
all around vyou...
customers  holding
back the  purse
strings because of
economic uncertainty, and gloom
and doom all over the news make

for a difficult retail cycle now and
into 2008.

However there 1s good news.

NEW PROGRAM GIVES YOU ADS,
MAILERS, AND MARKETING PIECES
PROVEN TO PUT CUSTOMERS IN YOUR
STORE... ALREADY DONE FOR YOU!

Even during tough times many
retailers thrive, gain market share,
and make more money than ever
before. They do it by mar keting
effect ivel y to get new member  s.

If you think people aren’t buying
furniture or bedding, just look at

the IKEA parking lot. It’s full from
morning till night!

The problem 1isn’t that people
aren’t spending money .

The problem 1sn’t that people
aren’t spending mone y. It’s that
retailers aren’t advertising
effectively to get customers to

come see them.

It’s that retailers aren’t advertising
eftectively to get customers to
come see them, instead of IKEA,
Costco, Sam’s Club, or any number
of other big box competitors.

ADVERTISEMENT

There’s nothing more
frustrating than
spending thousands of
dollars on advertising

and getting poor
results. It’s enough to

drive you crazy!

Getting Customers In The Door
Is EVERYTHING.

It’s really quite simple.
No customers mean no
sales. The numba one
priority of every store
owner in the world
should be M ARKETING
to get new and past
customers into the store.

The problem 1s marketing can be a
fickle, difficult and unpredictable
thing. What worked in the past
1sn’t working any more...there’s
nothing more frustrating than
spending thousands of dollars on
advertising and getting poor
results. It’s enough to drive you
crazy! (Believe me, I’ve been there
too!)

The Solution Is A New Kind
Of Marketing

Well, not new really. But verv new
to most home furnishings retailers.
It’s called Direct Response
Marketing. You’ve probably read
several of my articles mm this
magazine, gven recerved
information from us in the mail.

But Things Have Changed, And
We’ve Changed Too!

Over the past year Ethan and I have
been teaching our 200+ retailer
members how to use this new kind
of marketing to increase sales with
great results. The problem is
learning and creating this type of
marketing 1s  difficult, time
consuming, and expensive to learn.

300-393-2054

It’s Like A Direct Response Ad

Agency...With Paving All The
Commissions!

Get Ads, flyers, mailers and more
already done for you!

These professionally written ads
have been tested in the real world to
generate powerful results, FAST
They all have the 11 essential
elements that are needed to make
an ad perform incredibly well.
This includes engaging copy, great
offers, compelling headlines,
testimonials, guarantees and more.

Now you can get a marketing
calendar with effective ads EVERY
SINGLE MONTH (proven to fill
vour s orve with customers) without
having to do any of the creative
work yourself for just $397 per
month. Just one new customer from
these ads will more than pay back
your small investment. Plus we
guarantee you’ Il get much more
than just 1 new customer from

these Don e For You Ads. That’s a
fraction of the price you’d pay to
have an ad agency or freelance

copywriter create them for you
(Plus ad ag encies don’t even know

how to do thisty pe of marketing!)

Sorry!
NOT EVERYONE CAN JOIN

Each member using these powerful
marketing pieces 1s allowed to veto
their top competitor. If you are
already on the veto lis t you cannot

join. So call today to make sure

you get involved before it’s too
late!

CALL 800-393-2054

Journal-plaza.net ®



promises and how to accurately convey
these messages to consumers at the
point of sale.

THE SLEEP

ENVIRONMENT
Wall color, lighting,

feng shui, room
femperature, and sleep
surface all contribute. Is
there a better place fo
address all of these issues
than a full service

retail furniture store?

SLEEP PHYSIOLOGY

Sleep experts like Drs. Maas, Dement
and Jacobs all agree that — aside from
living a generally healthy lifestyle — one
of the most important factors in getting a
good night’'s sleep is the entire sleep
environment. Wall color, lighting, feng
shui, room temperature, and sleep sur-
face all contribute. Is there a better place
to address all of these issues than a full
service retail fumniture store?

With our hectic schedules, it can be a
challenge to get a solid eight hours of
sleep every night. Our daily balancing
act of work, family, friends and every-
thing else leaves little time to worry
about keeping our bedrooms in an “opti-
mum sleep condition”. There are, how-
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16 Bedding
SALES TIPS

BY PETER MARINO

“ Create rapport with the customers. Don’t make this a grim experience.
You're not selling caskets.

2 Find out what their current mattress is like. Was it once a comfortable
mattress that gradually lost its comforte

3 What's wrong with its current peformance?¢ Does it sag? Is its edge
support gone?

Make shopping for a mattress a pleasant experience. Customers don't
buy when they’'re mad, sad, or scared. They only buy when they're glad.

Make them glad.

Shoe salespeople don't just show their shoes; they have their customers
try them out. Don’t merely point to your mattresses. Have the customers
try them, and not just tor a tew seconds.

Once you get through the regularly asked closed probes having to do

with size, who's going to be sleeping on the mattress, etc., start to ask
some open probes, such as, “Mind telling me what the most important thing
your looking for in your new mattress¢”

Tell your customers you are going to have them go through comfort
buying. Don't refer to it as comfort selling. Unfortunately, the word selling
has negative connotations like the words taxes and mortgages.

You can never know too much about your sleep sets, but you can talk

too much about them. Customers don’t come in to learn about how to
manufacture a sleep set. Were that the case, your owner would have
advertised for them to go to a mattress factory.

9 It you are selling in a turniture store, you may need to guide your

customers to your store’s sleep shop. Along the way, develop good rap-
port with your customers, and it you have the time, get some valuable infor-
mation from them. You might try the 3-step opening: “Would you mind telling
me, on the way to our sleep shop, what your greatest concern is about buying
a mattress¢ That way | can skip all those questions that have nothing to do
with why you're here. Would that be all righte” You can use the same 3-step
opening if you work in a sleep shop. Simply skip the words “on the way to our
sleep shop.”

“ O Regarding the manufacturers specs, take your cue from the customer.

Most customers don’t want to hear about the specs. No matter how
good you are at explaining them, most customers just end up confused. If the
customer should ask about the specs, explain them as briefly as you can by
using the model samples with which your store provides you.

" Don't talk features and benefits until your customer gets on one of
your mattresses and his or her body language tells you he or she likes

Journal-plaza.net ®
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“When | pre-shop for

furniture, if a retailer
doesn’t have online
catalogs, I'll find another
one who does.”

FACT: 80% to 90% of women age 33 1o 45,
the key demographic of furniture shoppers,

shop online before visiting a showroom.

In today's Internet-driven world, having a
website is not only a smart business decision,
it's absolutely essential if you want to prosper
in retail furniture. But you have to make that
site interesting with lots of options and lofs

of choices.

Nothing does that more efficiently or cost-
effectively than MicroD's ePreVue electronic
catalog. With it, you can literally disploy every
case good and upholstered furniture item from
every PreVue-supported manufacturer you carry.
Then, using EasyPlan - ePreVue's software
companion, your shoppers can place their
selected items into their own custom-created
room plan to see how it fits into their home

and into their own sense of style.

To find out more, see us at the Las Vegas
Market, World Market Center, Bldg. B
16th Floor, Retail Resource Center

July 28 - August 1, 2008.

Call 800-964-3876, ext. 253, or visit us
online ot www.microdinc.com.

The best furniture business technology.



COOL IT!

ever, some simple things that can be
done in order to achieve a better night's
sleep. But first, we must know the basics
of sleep physiology:

CREATING A

SLEep COCOON

may look fashionable,
but it can actually
work against what our
customers’ bodies are
: naruml trymg fo do -

*Your body must cool down in order fo
go fo sleep.

*Your body continues to cool off during
the evening until just before you
awake.

*Your body begins preparing for sleep
at sundown when your retinag sends a
signal to your brain - which, in turn,
sends ¢ signal to the pineal gland fo
begin to produce Melatonin.

*Melatonin is a naturally occurring
chemical that lowers your body fem-
perature and makes you drowsy (this
has the same impact as taking a warm
shower before going fo bed; your
body temperature elevates while in
the shower, then cools once you come
out). That change in temperature
makes you drowsy and helps you pre-
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pare for sleep. achieve REM sleep. If you wake up in
the middle of Phase 3, you don't fall
back asleep and pick up where you
left off. You will have to successfully
complete Phases T and 2 aguain.

* [here are 5 phases of sleep in o typi-
cal sleep cycle with the 5th being the
all-important  REM  (Rapid Eye
Movement) sleep. Studies have shown

that REM propensity increases when * Most sleep experts recommend setting
your body temperature is at its lowest your room temperature between 65
point during sleep...typically in the and 68 degrees Fahrenheit for opti-
early morning hours. during REM your mum sleep.

brain reorganizes and recharges for
the next day. This is also the state in
which you experience vivid dreams.

Since most consumers don’t know all
the technical details of sleep physiology,
it's our responsibility to explain it.
*You must go through all 5 phases of Remember — having knowledge about

SFEEP ansecuﬁve]y in order to and E}{ID'CIiI'Iiﬁg these fc}pics will also dif-

Continued from page 18

that one. At that point you might say something like the tollowing; “What you're
liking about this mattress is the way it cradles and caresses you as it supports
you. Let me show you a sample of the foam on this mattress. It's the same foam
that burn centers use to conform to the sensitive bodies of burn

victims. Features tell, but benetits sell.

'I The best way to handle a price objection is to make use of the following
sayings before objection ever comes up:

(a) When you buy quality, you cry only once.

(b) You don’t always get what you pay for, but you hardly ever get what you
don’t pay for.

(c) Price is much like condiments; you should be putting them on food that
already tastes good. Price alone won't ever give you a good night’s sleep,
or your present mattress would be doing that for you. It’s already paid forl

'I 3 In asking for the sale, timing is everything. But keep in mind that timing
must always be accompanied by buying signals. The stronger, the better.
It is at the point of asking for the sale that all the little things you did to create

excellent rapport with your customer pay off. Remember, customers don’t buy
when they are mad, sad, scared; only when they are glad.

'I Remember that rapport is both a state and a process, and that it is a
volatile state. As soon as you discontinue the process that won you
rapport, it can vanish in a second.

‘I 5 When you ask for the sale, do so with confidence. Remember the

Roman poet Livy’'s words: Confidence begets contidence.

‘I Handle every customer objection as an implied need. Your task is to

support the implied need, and not to look upon the objection as an
adversary to be overcome. Selling is a collaborative process, not a competitive
one.

Journal-plaza.net ®



Boost Sales
With Fast Moving

Bathroom Vanities

* Fast Selling Designs
* Superior Quality
o Warehouse & Container Pricing

* Broad Selection

(Bedroom, Dining, Office, Occasional Chairs,
Vanities, Accents and Accessories.)

"Please come visif us

~ in Las Vegas to see

the exciting new additions
to the Classic Design line.”

Cathy Bartolowits

VISIT US IN LAS VEGAS
WMC Building B-1100

ClassiciDesign
Arlington, TX

817-446-3204 * Fax: 817-446-0862

Email: info@classicdesign.com * www.classicdesign.com
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ferentiate you from your competition.
When purchasing a bed, most con-
sumers simply lie down to see if they feel
“comfortable”. Unfortunately, this is
often in the middle of a very crowded,
noisy showroom with bright lights and
temperatures not conducive to relax-
ation. As sleep experts, you can help cre-
ate an environment that will more accu-
rately reflect the optimum sleep environ-
ment, educating your customer and cre-
ating a scenario that will ultimately lead
to your customer making the proper pur-
chase.

Historically, home textiles retailers
have stressed the technique of layering

bedding products to consumers. This
process can actually work against them
and contribute to many sleepless nights!
Remember, we're all walking fur-
naces...there’s warm moisture radiating
off our skin at all times. Creating their
own little sleep cocoon may look fash-
ionable, but it can actually work against
what our customers’ bodies are natural-
ly trying to do — and that’s cool down.
The heat radiating from their skin gets
trapped inside the cocoon, causing the
relative humidity and microclimate tem-
percature to elevate. If they're like 80% of
the consumers in this country, the next
step involves throwing the covers off or

Put A Little Country In Every Room :
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% Keystone Classics
Primitive, hand-painted and finished

fine furniture & decorative accessoties

@eystone
Quality Products,LLC

83 South Groffdale Road « Leola, PA 17540
717-656-4309 » Toll Free 800-307-5175
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Keystone Classics Legacy Kitchen

Wholesale Only
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HELP BEDDING CUSTOMERS COOL IT!

sticking a leg out to cool down. When
they get too cool, the leg comes back in
and the covers come back on. Some
consumers do that for the first 15 min-
utes they're in bed, and others do that all
night long. Think about it - if they toss
and turn for a total of one hour each
night, by the end of week they've lost the
equivalent of a full night’s sleepl

Now that we know what it takes to
achieve a good night’s sleep, we can
continue in the next issue of FURNITURE
WORLD Magazine to look at emerging
technologies that are paving the way to
better sleep. We'll not only delve into
new bedding technologies, but also look
at examples of manufacturers who are
pioneering the bedding market through
procduct development and retailers
whose innovative point-of-sale, market-
ing and advertising strategies are paying
huge dividends.

Guys Eckert has been with Qutlast
lechnologies since 1999. He is respon-
sible for product development, supply
chain management, sales and market-
ing, and overdll profit and loss for the
business unit. Guy is an expert in spe-
ciglized bedding, top of bed products,
mattresses and more. He possesses a
unigue point of view on how new tech-
nologies are advancing the tuture of the
bedding industry and permanently rais-
ing the bar for comfort standards. He
holds a Bachelor of Science degree from
Embry Riddle Aeronautical University.

OQutlast lechnologies, Inc. a pioneer in
developing phase-change materials and
applications. As an innovative technolo-
gy company, QOutlast has launched tem-
perature-regulating technology in appar-
el, footwear, bedding and accessories.
Originally  developed for NASA,
Outlast® fibers, fabrics and coatings
contain patented microencapsulated
phase-change materials  called
Thermocules™, which absorb, store, and
release heat, providing increased com-
fort for consumers.
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Updated For Digital Age - 7 Lost

AD SECRETS

Part 5: You use People Media™

every day whether you know it or not.

They determine your “Brand,” but are you maximizing their potential?

i other, will you plecsse look at me
just once as though you really
saw me2” That sod line is from

the famous play, Our Town, by
Thornton Wilder So, what has it got to do

with selling furniture2 It you can use your
imaginction, o grect deal. Because, many
people who work in furniture sores and
many shoppers have the same feeling s
Emily Webh, the charader in the ploy who
uttered those words. Why? Because tew fur-

niture stores have great People Media™.

People Media™ begin at the top. They
are charader-drven. You may be think-
ing: "Hey, wait a minute. Isn't this article

supposed to be about the digital age
and branding my store? | don't need «
lecture about character” |'m sure you
don't. But, the most important message
store owners can take home today is that
their store’s Brund begins with their own
personal Brand. All of us have o Brand.

A Million Dollar Selection of America’s Finest Brands at

Advertising Strategies v Larry Mullins

We cannot fake it.

Whether you are a CEQ, or in sules,
or ure a vendor, or a delivery person, or
any other associate, you alse have o per-
sonal Brand. It has been said that the
sulesperson is the store to the customer

This is true enough. In tad, every associ-
ate in the store is, by degree, the store.
So is the delivery captain (more on that

later), and to an even greater degree,
the boss.

There are four principle factors thet
quickly project your Brand:

+ How do | look?

+ How do | sound?

+ What do | say?

+ How well do | listen?

An astonishing fitty-five percent of your
Brand is communicated by facial expres-
sion and body lunguage alone. Your

voice—not incuding your words—may
transmit as much as thity-eight percent
ot your meaning in fuceto-tace commu-
nications. And your words [at least in the
first minute or less) account for only

seven percent of your communication. It
you don't like the way your associates
are expressing the Brand of your compa-
ny, there is a strong possibility they are

modeling you. If not you, then they are
modeling your managers, whe in tum
are likely modeling you.

In his book, The Irresistible Offer...
How to Sell Your Produd in Three

Seconds or Less, Mark Joyner suggests
that his own sales supergury Brund
requires several elements. [You can
adjust these elements any way you want

for your status as super fumiture entre-
preneur, or super sales person, or what-
ever):

+ Impeccable grooming

Wendell uses no dazzling

graphfcs, but the Brand, the
story, and the persondlity of the
siore are pmjecfed h['rmugh and
hrough When he uses his phofo
and introduces his associates in
print Grc;fwerhsmg, it 1s &specr-::;rfﬁ/
sffective because he has already

established o Brand with the

cormmunity:

m_nmm-mu-mu_mmi

Certified Reductions of up to 65% Off chulur Lm Prices

o e o o m s s b

WENDELLS

FUNNITUNE
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IT DOESN'T HAVE TO
CosT A FOrRTUNE TO
EFFECTIVELY “BRAND” ON

YOUR WEBSITE

Wendell Farrell, of Wendell's Furniture of
Colchester, Vermont, is a customer-oriented
furniture entrepreneur who has vividly branded
himself. Wendell's website is nothing spectacular,
but it is very customer-oriented and easy fo use.
And it has features none of the big boxes have. r
Instead of a self-congratulatory, boring paragraph
"about us” and a photo of the owner of the |
company, Wendell's website features several 30
second clips of Wendell, sitting relaxed in the
showroom talking directly to the customer. This
might sound a bit egoistic, but Wendell has a
knack of framing his story almost completely
around the customer's interest. it's all in the
sincerity of delivery. Read Wendell's story in this

article.

* Friendly smile

* Contident posture

* Outgoing and kind nature

* “My spirit shining through”

* First words: Something disarming

and friendly

Joyner adds this note: “Some people
may read these words and want to vomit,
and that's OK. Cynical and sarcastic
people may not like guys like me, and
that’s cool. My [Brand] will sort right
through them. | don’t want to be around
them and they don’t want to be around
me. No worries.”

Since you are still reading, | will pre-
sume you find the list of qualities that
Joyner recommends is at least worth
considering. And, hopefully you buy into
the premise that your character is the pri-
mary molder of your store’s Brand. You
understand that the quality of your
People Media™ begins with what you
project to your associates, your cus-
tomers, and your vendors. What are you
communicating to your managers and
associates? Integrity? Confidence?
Grace and power? Caring? Or fear,
annoyance and lack of confidence?

What next?¢ The quality of your People
Media is reflected in everything the cus-
tomer encounters during the shopping
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experience. The shopping experience
begins with the setting of their expecta-
tions (from advertising, a friend, pure
luck, or your website). It continues
through the appearance of your parking
lot, showroom, bathrooms, your associ-
ates, and through the selling sequences.
Previous FURNITURE WORLD Magazine
articles that have covered these topics in
detail can be found in the furninfo.com
website marketing article archives. The
shopping experience, for most stores,
ends with the delivery (unless there is a
service or quality problem). It should not
end there, but it usually does.

HOW TO BRING
CUSTOMERS BACK

| once interviewed over three hundred
associates for a large furniture chain. |
was a great education that really came
alive while speaking with the delivery
crews. | happened to meet an interesting
delivery captain. When asked to describe
his job, he responded by saying, “Look, |
am the most important person in the
sales process. | resell every customer on
the purchase they made. | tell them how
great it looks, and how they made a
great selection that their family and
friends will admire. There is never
buyer’s remorse when | deliver some-

Journal-plaza.net ®
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thing.”

This beautitully arrogant statement
stayed with me. My wife and | recently
had a leather sectional delivered to our
home in St. Augustine. The delivery cap-
tain did a great job. He demonstrated
the piece, gave us hints on care, and left
his card if anything else was needed.
Now, my experience as a furniture cus-
tomer was eye-opening. | got to thinking,
what could be added to this delivery
sequence, this exceptional People
Media, that would make it even better?

First off, consider the formula created

by Jay Abraham that was presented in

the March/April 2008 issue of FURNI-
TURE WORLD Magazine. Jay stated that

there are three, and only three, ways to
increase your business.

* Increase your number of customers.
* /ncrease the size of your tickefs.

* /ncrease the number of times your
customers visit your sfore.

Moreover, Jay claimed that a
mere 1 0% increase in each of these cat-
egories will double your volume. Here
are some specific ways that will measur-
ably increase your volume in two of these
three categories. I'm sure you can brain-
storm more improvements to the delivery
sequence.
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Huppe is a Canadian Manufacturer

distributing products throughout
Canada and the United States since 1967

All of our collections are available
in 18 different finishes with
accent pieces and upholstered concepts
in patterns or solid fabrics in various colors.
Delivery in four weeks.

Showrooms In High Point and Toronto
225 rue de la Jacques-Cartier PO. Box 710 Victoriaville, Québec, Canada G6P 6V7

Tel: 819-758-1529 Fax: 800-263-3480

website: www.huppenet e-mail: infoahuppe.net
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AFTER PLACING THE RECLINER
OR SoFA IN THE RIGHT PLACE

and admiring how great it looks and stating what
an excellent buy the customer has made, the delivery
captain hands the customer a gift. This gift has three parts.

SUGGESTED SCENARIO: After

placing the recliner or sofa in the right
place and admiring how great it looks
and stating what an excellent buy the
customer has made (before thrusting
the scary-looking paperwork at her),
the delivery captain hands the cus-
tomer a gift. This gift has three parts.
First, it has a lovely thank you card
from the salesperson. “Mrs. Smith,
your sales adviser, Jane Consultant,
asked me to be sure to pass this along
to you.” Later, Mrs. Smith will learn
that inside is a personal note from
Jane Consultant thanking her for the
purchase, and assuring Mrs. Smith
that Jane will personally be glad to
help it there is ever a need. Sales per-
sons should look at any future contact
with Mrs. Smith, not as an annoy-
ance, but rather as another opportu-
nity to exceed her expectations for
quality and service. Inside are a cou-
ple of cards from Jane Consultant,
and a final little note along these
lines: “The greatest honor you can
give me is to recommend my services
to a friend ...”

Next, the little gift pack contains a
small brochure selling your store. Yes,
you should have one by now. It is crit-
ical that such a “portable website” be
handed to every guest who happens
into your store. This silent salesperson
tells your story and introduces your
unigue Brand in the best possible way.
It makes sense to leave your prospects
and customers with a reminder of
how great you and your team are.
Once the creative work is done, such
a flyer is relatively inexpensive. Finally,
consider placing other surprises in the
“Come Back” package to wow your
customer and exceed their expecta-
tions. Perhaps include a specidl
coupon or an invitation to your next
decorating seminar. This key element

in building business has been covered
in Margaret DeGange’s multi-part
Decorating Crash Course series in
FURNITURE WORLD Magazine, that
is posted to the article archives area
on www.furninfo.com. It would also
be a nice touch if the delivery captain
handed his card to the customer. Or,
at least a card stating “Delivered with
pricle by and

of Furniture.”

OK, it will be a lot of fuss to create
and police a program like this. But,
remember that it costs eight times
more to get a new customer than to
keep an old one. And, it this tech-
nigque works only one out of ten times
in getting a reterral or bringing a cus-
tomer back into your store, it will
reach Abraham’s ten percent criterion
for doubling your store’s business!

WILL YOU DO IT?

| got a couple of responses from
store owners who wanted to know it |
was serious when | wrote that only
one percent of people who read Jay
Abraham’s book will follow his
advice. The answer is yes. Only about
one percent excel on world-class lev-
els in any given field. To illustrate this,
| pass along a little story. Mark Joyner
is a top consultant-guru. He tells in his
atorementioned book that he once
gave a seminar to a few hundred
people, and he asked this question:
“How many of you have ever heard of
Napoleon Hill’s book, Think and
Grow Rich?” Almost everyone in the
room stood up. “How many of you
have read it¢” Nearly everyone
remained standing. Joyner then said:
“I any of you still standing don't
believe that following the principles in
this book will make you rich and suc-
cessful beyond your wildest dreams, |
want you to sit down right now.”

May/June 2008 FURNITURE WORLD 27

Journal-plaza.net



LOST AD SECRETS

Everyone remained standing. Then Mark
noted that on page 38 of the trade pub-
lication of Think and Grow Rich,
Napoleon Hill suggests that—if you want
to have success with his book and get
rich—it is imperative to use his formula
to craft a brief personal statement, com-
mit it to memory, and repeat it twice daily
until the dough comes rolling in. Joyner
then said that since everyone still stand-
ing believes in the book, surely someone
will come up on the stage and recite their
success statement. He said everyone else
should sit down. You probably guessed
it. Everyone sat down.

One percent of furniture entrepre-
neurs and salespeople are shakers and
movers and only a few successful inde-
pendents will at least seriously consider
the delivery sequence advice suggested
earlier. One in particular comes to mind.
His story, coming from the front lines of
the furniture industry, is worth ten articles
by ivory tower experts. Wendell Farrell, of
Wendell’s Furniture of Colchester,
Vermont, is a customer-oriented furniture

entrepreneur. He has vividly branded
himself. A natural at projecting good
People Media, Wendell Furniture is one
of the few furniture stores that had «
good vear last year. And Wendell grew
his business in the face of a famous Big
Box competitor. In fact, he helped com-
pel them to close their doors after a short
run and leave town! How did Wendell do
it¢ Read on.

WHQO’S AFRAID
OF THE BIG BAD BOX?

When a big box came to Colchester in
2005, it frightened many stores on turni-
ture row. And it hurt them all at first with
great looks, low prices and huge ad
budgets. It seemed as though nothing
could stop the big box. Meanwhile, away
from furniture row, Wendell ignored the
big box, and kept plusing his own brand.
“Plusing” is a term Walt Disney used to
indicate taking a good concept idea and
adding to it to make it better. Wendell’s
did not try to outgun the big box. He car-
ried his traditional lines and stuck to
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them. Before very long the big box was

fading, and eventually, unceremoniously
closed its doors.

So what is so great about how
Wendell advertises his Brand? It's all
about the customer. When a customer
calls Wendell’'s on the phone, Wendell
Farrell himself is as likely to answer as
anyone ... “Good afternoon, this is
Wendell. How may | help you?2” Well
thought out and practiced phone eti-
quette is an important, yet often ignored
aspect of furniture store brand-building.
Associates need to be supplied with a
script to do it right. Something along the
lines of , “Good afternoon, (store name),
this is Jane Smith. How may | help you?”
Or, “Good afternoon (store name), How
may | help you? This is Jane Smith.”
Research has shown that customers will
remember a person’s name if it is stated
last. The benefit of this technique is that
the customer will often start their reply by
restating the Associates name, putting
the ensuing conversation on a more per-
sonal basis. So often Associates simply

WOMEN READ STORIES

The current issue of O AT HOME Magazine by
Oprah Winfrey devoted a page fo the old Peacock
chair. By telling a background story, about a piece
of furniture (that most of us have forgotten), this piece

This FURNITURE WORLD Magazine article tells how
a retailer uses the internet to Brand his store and to
creatively tell stories about his home furnishings
products. There is more product information, more
consumer benefits, and more unique selling features
in one of his 30 second spots than most big boxes

O A Brief History of the Peacock Chair
£ in Pop Culture
; S R m e e ABOUT FURNITURE...
.~
suddenly becomes a desirable item.
use in an entire copy-starved flyer!
__
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UNDERPROMISE.
OVER DELIVER.
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66 met with five different | our GoaL:

companies to see whom would | wORKING HARDEST TO MEET
be best for my business . .. | OR EXCEED YOUR GOALS.

my meeting with, and speaking with | Your difficult decision can be made easier
your company r8presentative was | When you trust your promotion to the people

: with the most experience with YOUR type of
very comprehenswe and very company and situation. No matter whether

comfortable for me . . . the sale went | your business is upscale, promotional, or
way beyond my expectations ... | | somewhere in between, our unique business

was delighted with the smoothness of model is dqsigned to generate superior cash

flows for clients, no matter what size or type
the sale from the onset to the of business you have. Call the leading name

completion. Every aspect exceeded | in retail promotion, disposition, investment,

my expectations . . .¢¢| and real estate services -- the company that
goes above and beyond.

(L to r.) Frank Lewis, (vner,
Country Manar Furniftire, Inc.,
Paul Roy, PFP promotion manager

Frank Lewrs, President
Country Manor Furniture, Rocky Point, NY

| Planned

Furniture

. | Promotions, Inc.
An Atfiliate of Gene Rosenberg Associates, LLC

1-800-472-5242

www.PFPromotions.com

Call Today For Cash Raising - Relocation - Store Closing - Retirement - Inventory Reduction - Bankruptey Liquidations
Real Estate Acquisition/Disposition - Appraisals - Private Equity Funding - Turnaround Strategies - Consulting

AMERICA'S PLANNED PROMOTION EXPERTS




SHOULD DIRECT MAIL BE DISGUISED
AS A FIRST CLASS PERSONAL COMMUNICATION®G

Should direct mail be disguised as a first class personal communication? Views differ on this. But Mullins
points out that Nightingale-Conant's extremely successful direct-mail pieces capture prospects with a great
story, and then carry them along to an irresistible offer. People love good stories. Note how this powerful
narrative pulls you in. Hard to resist checking it out, isn’t it2 The secret of learning to tell your story and
communicate your Brand in a compelling way is to relate it to the

consumer’s own interest. Read in this article how one retailer in
Colchester, Vermont took on a big box by telling his story and

projecting his Brand. & Comamt
Whrat o ullrs-sucvesaflild 18 waites. U [oo hletes atad oo e, and
tigh - lnovine sabes prodraborals vl rrateperseurs ALL do 10 s liese (el
glais o i ® taster thas others - With far be=s T afsl Eragcse

“My brother-in-lew thought | was insane when | told him |
wosld be moving oet of his bosement inte o S385,000 home in
a fow months - oG 33 broke. jobless and

Sitting in his sister-in-law’s driveway, the broke, homeless man pounded
his fists on the steering wheel, crving, sobbing. “Why can’t anything go
right for me2 Why does everything I fry go wrong? When did |
become such a worthless loseré How am I going to gef my wife and
kids out of this basement and info a house2” Then it struck him like o
tire iron to the face. He sat up, wiped his eyes, looking dumbstruck, saying
to himself, “Holy cow. How could I have forgoften that? i worked for
me before. | KNOW it will work again! How could I have been such
a moron¢

IS APl SEL MONTHA. < s e o s
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In only six months, that formerly desperate man had bought a $385,000
house with halt down, and became a millionaire in less than a year. He
also bought a vacation house, put away enough money for his kid’s

college education, easily stopped bad habits, and attained complete

tinancial freedom ... all accomplished automatically, without effort or
willpower] What was the obscure secret he remembered in that moment of
clarity that allowed him to take complete control of his lite?

Inside, we'll explain the whole story ...

grumble the store name, whatever it may
be. Not only does Wendell often answer
the phone, he loves to wait on cus-
tomers. According to Britt Beemer of
America’s Research Group, people teel
honored when the owner of a store waits
on them. Wendell’s associates are all
salaried, so there is no friction when
Wendell takes an UR Wendell will even
make you a cup of fresh down-home
coffee in the store’s kitchen. Did | say
store’s kitchen? Yes. For more informa-
tion on the power of the imagery of the
home to American consumers, review

the FURNITURE WORLD Magazine arti-
cle, “The Code That Unlocks Customer’s

Hearts & Wallets” (Parts 1&2) that is

posted to the marketing management
article archives on the www.furminfo.com
website.

These are simple and inexpensive
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techniques that any furniture store can
do in its own way. Let’s look at Wendell's
website, for example. It was set up by a
member of Wendell's statt, Mike
Prevuzmak. Nothing spectacular. But it is
very customer-oriented and easy to use.
And it has features none of the big boxes
have. Instead of a selt-congratulatory,
boring paragraph “about us” (that no
one ever reads) and a photo of the
owner of the company, Wendell's web-
site features several 30 second clips of
Wendell, sitting relaxed in the showroom
talking directly to the customer. This
might sound a bit egoistic, but Wendell
has a knack of framing his story almost
completely around the customer’s inter-
est. It's all in the sincerity of delivery.
Here is a sample script:

“Here ot Wendell’s Furniture we really,
really value the customer. The sales help

Journal-plaza.net

is phenomenal. They treat everybody the
same, everyone gets taken care of. No
one is on commission at Wendell’s, talk
to anybody in a blue shirt. Everybody
takes care of you, everybody makes
deals. We do not allow any customer to
be unhappy. Here at Wendell’s Furniture,
we take care of you.” (Super-imposed
over the screen are the words: “Your
total satisfaction is our main priority.”)

Another good spot features Wendell
walking casually in the showroom ...
“High folks, it's Flexsteel authorized sale
time. This is the big one...” {Cut to
Wendell on his knees by a sofa. He has
a marking pen in his hand.) “This is the
newest in Microfiber technology and only
Flexsteel has it” (Wendell is touching the
arm of the sofa as he says this.) (Cut to
close up of Wendell’s hand holding the
marking pen. He marks several swipes



DECORATING SCHOOL
FOR RETAIL SALES!

Easily and inexpensively educate sales associates
on decorating topics that will help close more sales.
More than 10 hours of quality education
you can use over and over on your PC.

DECORATING SCHOOL

CRASH COURSE POWER ED-PACK
Moaerated by Margarett DeGange, M.ED.

* 6 power-packed design lessons-Like having an
Instructor right there!

» Audio and audio-PowerPoint lessons-HEAR and SEE
lessons. Learn at YOUR convenience-anywhere, and
anytime.

* [rain your sales associates quickly and easily.

6 TOPICS INCLUDE

1. Elements and Principles of Design 2. Color for Design
Professionals 3. Common Decorating Styles 4.
Principles of Furniture Placement 5. Establishing Focal
Points 6. Accessorizing: Designer Tips & Tricks

BONUS Lessons for FW Readers (a $147 value): FREE The
12 Layers of Decorating. FREE Color Trends Report. FREE-
Interior Lighting Basics.

Special Price For FURNITURE WORLD READERS
$199.00 for the POWER ED-PACK of 6 lessons PLUS 3
BONUSES!!

(Regularly $299.00 for the 6 lessons alone)
Licensed for single store use. Multiple store discounts.

ORDER YOUR PROFESSIONAL
DECORATING PRESENTATIONS TODAY!

P: 979-690-8329 ¢ F: 979-690-7969
Email: Info@ DeGangiGroup.com

e

House Calls
by Cathy Finney

AUDIO
LEARNING
COURSE

Everything home furnishings retailers
need to know to set up
an effective house call program.

e 10 Lessons

e 2 CD's or 10 file MP3 Downloads

e Boost Average Sale & Closing %
e Great For Weekly Sales Meetings
e Associates Listen between UPs

e | earn while commuting

Audio Download or CD-ROM Set
$200 for single store license.

Call 877-235-3095
email audio@furninfo.com

or order online at www.furninfo.com
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LOST AD SECRETS

on the sofa arm.) “See the inkg”
(Rubbing it off) Now the ink has gone —
with just a Handy Wipe.” (Cut to Wendell
kneeling beside a leather recliner) “Just
feel the quality of this leather on this
Flexsteel Recliner.” (Cut to Wendell
kneeling beside an occasional chair)
“Why buy Flexsteel2” (Wendell flips the
chair over exposing the springs. He
reaches in and grabs one, pulling on i)
“lt's just about indestructible. You can't
wear it out, and you can’t break it.” (Cut
to full showroom, large Super with sig:

“15% TO 20% OFF FLEXSTEEL FACTO-
RY AUTHORIZED SALE”) “At 15 to 20%

savings, this is the time to purchase your
beautiful Flexsteel furniture, exclusively at
Wendell’s Furniture” (Cut to outside store
shot with address and phone supped
over.)

There is more product information,
more consumer benetits, and more
unique selling features in this 30-second
commercial than most big boxes use in

Lesigned and
Manufaclfured
in Canida
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an entire copy-starved flyer! Yet there is
nothing difficult to execute and nothing
spectacular. This is the kind of Branding
that you can adapt and start doing now.
The big boxes are too busy being big to
let the human side of their story and their
desire to serve show through. | should
emphasize again, though: Wendell’s
delivery in his commercials is exception-
al. His sincerity, and his Brand, shine
through in how he talks, his body lan-
guage and in his appearance in the
ubiquitous Wendell’'s “blue shirt.” It is
worth a trip to wendellsfurniture.com to
see him do his thing.

There’s more. Wendell has a
“Shopping Guide” tab. If you open it,
you are able to access general informa-
tion about buying furiture and mattress-
es. (This one could be improved with a
couple of additional streams or clips fea-
turing Wendell.) Also, you can click on
“Our Suppliers” (Better would be “Our
Famous Brands”) and immediately

Journal-plaza.net ®

access the websites of Wendell's key
brands, such as Flexsteel, el ran,
Berkline, Benchcraft, etc. Berkline has an
excellent site, by the way, with an option-

FOR HIGH IMPACT
PROMOTIONS,

sell your product

quickly and directly with
an “ irresistible” offer on
the envelope. Then,
expand on the offer inside.

al  virtual human being “guide.”
Benchcratt had one too. But, | wonder
why these huge companies can’t use the
CEO to deliver some kind of a short per-
sonal message to the consumer in the
Wendell fashion? Using only slick pros
and carefully crafted scripts dampen the
authenticity of the presentation. Wendell
uses no dazzling graphics, etc., but the
Brand, the story, and the personality of
the store are projected through and
through. When Wendell uses his photo
and introduces his associates in print
advertising, it is especially effective
because he has dalready established a
Brand with the community.

There are weaknesses in the site, |
know. | could nitpick. But compared to
what the big boxes do, this one con-
nects. It is real, believable, and human.
Not so with the big boxes. One big box,
claiming to be mattress experts, shows
nothing but sizes and prices. No person-
al connection, no benefits, no unique
selling propositions, no arresting con-
cepts about the expertise of the associ-
ates or ease of selection (the mass of tiny
mattress illustrations and prices are over-
whelming). Moreover, the assurance of
satistaction has almost as much small
print as a real estate contract.

DIRECT MAIL OFFERS

| regret that there is no more space to
spend with you this month. But | have
one more thing to tell you. Someone



“Best Profit
Per Square Foot In
My Entire Lineup!”

-Don Olsen, Owner

It’s Another Amazing
Wallbeds! Success Story

Don’s store has sold an average of 1.5

Wallbeds per month for the past 14 years. The
247th Wallbed is on the way.

DeCamp & Stradford Furniture Headquarters

That’s pretty remarkable! Particularly when

you consider that his store is in a town of
7,500, 100 miles north of Seattle.

You don’ t have to be a big guy in a big town
to win with Wallbeds, as Don can tell you.

Wallbeds has slowly and carefully developed
a network of retail partners. There are still
markets open, so, if you are interested in
looking at this high performing category,
please give us a call. We would like to share

a few more success stories with you, and P
explore the possibility of your company o

becoming another one!

wAaL/EFDS / Hiddenbed -

VISIT OUR SHOWROOMS

Las Vegas , WMC, Pavillion #3 — Space #P30016
High Point Furniture Plaza
San Francisco Mart 1

www. Wallbedsinfo.com

a product of WESTCOTT DESIGNS, INC. Richmond, CA 94806
Represented in the US and Canada by Hesource Associates, Inc.

Phone 800-934-6711
Fax 888-477-6796 - Email Wallbeds@earthlink.net

Walibeds! in many styles and finishes

Popular Hiddenbed.
Home office to bed in 2 seconds!
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wrote me and asked if you should try to disguise o dired mail
piece to make it look like a persenal first class mail letter from
a triend. The argument is that mere people will open the letter

True enough, but that's as tar as it goes, the next stop will be

the trash can. Among the top direct marketers | know are the
Nightingale-Conant folks. Check out the exhikit in this aricle,

and note how their dired-appeal drags you into the lefter
BUY AND SELL SUPPLIERS
OVERSTOCK &
CLEARANCK MERCHANDISEK
25 - 75% Off Thousands of Items

FEATURING

AVENUE SIX
WAY OF LIGHT

BROWNSTONE
FURNITURE

ALLAN COPLEY
DESIGNS

FREE RETAILER REGISTRATION
RETAILBUYERS.COM

|1-866-861-4508

sales@retailbuvyers.com
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For high impad tumiture promeotions, | suggest you adopt
thistechnique | use tor diredt mail : Sell your produd quickly and
diredly with an * iresistible” offer on the envelope. Then,
expand on the offer inside. Wow vour custorners and exceed
their expedations when they respond and come to your store.
Establish and prudice techniques te bring customers back and

encourage them to tell their tiends about you.

Yes, | am aware you dont have time for all of this. So, devel-
op o tearn of o tew young liens to work with you and pursue
these ideas. What incentive do they have? They get to leam
something valuable. Young pecople today are motivated by
training, learning something that will give them an edge.
Reward some aspinng person with an eye of the tiger to study
copywnting by gefting some of the great advertising books for
them or paying tor his or her writing course. Time spent train-
ing and brainstorming your Brand is not down time, it will repay
you many times over Most of all: Don't just talk about your
Brand, begin to LIVE your Brund. | look torward to our next visit.

Contributing Editor Larey Mollins has 30+ vears experience in the
front lines of fumilure marketing. Over the past ten vears he hos
developed o Visionory Monagemert progrom thot con impod the
culture of on entire organization and bing itlo life. He dlso produces
stote-of- the-ort promotiond advertising pockoges for eventhing
from quick cosh flow to complete exit strategies and store closings.

Larry is the President of UllraSales, Inc.. Questions ahout this article
caon bhe sent to Llory core of FURNITURE WORLD o

mullins@furninfo.com.

See more orlicles by Larey in the marketing monagement archives

on furninfo.com or coll bim dired ot (904) 794 921 2
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Do vou want a

Headache-free

“PROFITon-demand fits the scale

of our operation perfectly, It
is straightforward and you get
everything you need.”

Ken Sissons
Domaine Fine Furnishings and Design
Calgary, AB, Canada

computer solution?

We are now delivering PROFITprofessional,

the industry’s most popular software, as a
subscription model. PROFITon-demand is a
remotely-hosted Software-as-a-Service that is
reliable and easy to implement without the
headaches associated with managing a
computer network. Along with lower start
up cost, you can escape the expense and
complexity of running your own network.
Learn how to simply enjoy the benefits of this
revolutionary new option for PROFITprofessional
in your business. No aspirin required.

Call or Click now for a

FREE

Total Retail Success System CD

866.325.0010

www.profitsystems.com/hosting
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Making Decorium A Retall

DESTINATION

Retailer institutes programs to create a destination shopping experience.

o declare that Decorium’s phil os-
ophy is unique and far-reaching
might be an understatement.

Third generation Steve Forbery,
now CEO, is convinced that,
“Knowledge is key, and we can always
learn something from someone else at
any age and at any point in life”. It was
in 1999 Steve aftended o meeting that
opened his consciousness to o well
spring of information with an esteemed
U.S. based perdormnance and trendship
group. It was his introdudion to the con-

cept of open intelledual exchange
amongst his industry peers.

The only Canadian retailer in this
exclusive tumiture sector gathering,
Steve asserts, “We all have the same
issues, the same likes and dislikes. It's
so beneficial. We share information on
everything, advertising, marketing, prod-

ud lines, even our financials.
“The first halt day we walk through the

host city’s store and cntique it, then pro-
vide feed back. It's so worthwhile!” An

Furniture Trends by Janet Holt-Johnstone

annual event, Steve “spends three din-
ners, and two full days in the board-
room, all this time brainstorming non-

stop with other fumiture CEOs.

“There is another group devoted to
the needs of sales managers, and an
operations group that talks about ware-
housing and so forth. It's well worth the
investrnent in time and in money.”

Both retailers and rmanufadurers are
involved, small and |urge.

“The group was planning to come to
Toronte on Septermber 12, 2001,
Ohbwiously, it was necessary to postpone
the meeting until October Once here,
they enjoyed their Canadian experence.
We certainly learned from it, and we
changed some things as a result of this
visit. You can become complucent. You

must be ready to change.”

Forty years ago, Steve's grandfather
carme to Canada from Poland and made
his start in the manutaduring business,

Starchrorne Fumiture, “the largest metal

“ONCE THEY REGISTER

with us, we offer them a broad

spectrum of opportunities, including
our very popuiar $1,000 shopping spree.”

@ "\ Howard Forberg in Blue,

N Steve Forberg
and Joe Forbery

n white

in stripes.

ournal-plaza.net

tumiture cormpany in the country in the

‘40s, ‘50s and &0s”.

In 1978, his tather, Joe, was selling in

a retail fumiture store when he decided
to establish Furniture Plaza, his own busi-
ness. His younger brother Bill, joined
him in the enterprise.

In the eary ‘80s, they changed the
name to Grand Design, and soon there
were seven stores, “all over the GTA, the

city of Toronto, Mississauga, Markham,
two in North York, and west to London
and Kitchener”. Decorium’s cument
location was the distibution centre at

Supertest Road off Dulferin Street in
near-north Toronto.

Later in the decade, North Armenca
was visited by a memorable recession,
and the GST [goods and services tax)
was imposed. The resilient Forberg’s
“closed all our stores and liguidated the

distribution centre. We had o small little
store below our centre for the design

trade, our produd lines impeorted from

Cormplimentary cofiee bar jor chents



Get More Traftic

Save Your Margins!

TERAFFIC @(xUYS

Did You
Have The
Best
December In
The History
Of Your
Store?

Giff Gates Did!

You CAN fight declini

L3 - -
-
-

rom: Giff Gates
Ito: Giff@ ****.com]

To: traffic @ hftrafficguys.com
Subject: Re: 4 page letter

Sat, Sun & Mon we wrote in excess

of $100,000. | suppose that's all
relative for stores; for some that

might be a lot; for others

disappointing. For Us. It's

Phenomenal!

We were very pleased -- dally
averages would run $16,000 to
$20,000. We're consistently hitting
over $25,000. On Tues and Wed
we pulled in over $50,000. The

staying power of the promo 10 is
surprising....

As you know, we've been in
business for over 60 years.
And after 10 down months in a
row, | was amazed to see that
We Had the Best December in
the History of our company...
Now that is saying something.

Giff

Giff Gates is a past president of
the Western Home Furnishings
Association, and NHFA National
Retailer of the year. He 1s
currently on the WHFA Board.

.Increase Your Sales

Darvin Yoder, A dealer from a small
town in Washington, Indiana who did
1.75 million Iin sales last year in a
6000 sq foot store has this to say...

If you are a furniture, bedding or appliance
store owner and not using the Traffic Guys
marketing systems, you don't have any idea
what you are missing outon....My sales have
been up significantly because of what I'm
learning and implementing from the Traffic
Guys. The stuff they share doesn't cost a lof
to implement, but it sure work wells. | highly

recommend them fo anyone.
3 — f

b e

| HOME FURNISHINGS |

Ethan Kap & Brett Kltchen

--Yoder’s Furniture, Indiana

traffic and poor sales. In fact, it's easier than you might think. (And you
and waste from your marketing and advertising expenses at the same time.)

The Traffic Guys are now offering an All New, FREE Traffic
and Sales Building Package (a $79.00 Value!) to readers of
Furniture World Magazine for the first time ever. It is FREE
& guaranteed to put more ups in your store.

The Traffic Exploding Package Includes 4 Powerful Tools...

v Proprietary Advertising Checklist ‘Cheat Sheet' ($10.00)
(This is a card stock cheat sheet. We both use it to double
check all our advertising before we spend a penny.)

v" An Actual Marketing Piece You Can Use ($20.00 value)
See What Is Really Working For Independent Home Furnishings
Retailers to bring in more ups.

v" Brand New Audio CD ($20.00 Value)
"12 Traffic Tips That Create A Constant Flow Of Ups In Your Store”

v' Retailer Advisory ($29.00 Value)

“How To Use Proven Strategies To Increase Traffic and Boost Store
Sales Without Spending A Fortune On Advertising.”

Act Now - This Offer Can Be Withdrawn At Anytime!

To Order Your Free Package visit:
www.ExplodeStoreTraffic.com/fw or call

NOW (800)-393-2054.

| “What's the catch?" you may be asking. Really, there is no catch. Brett and Ethan

| believe that some people who get the free business building toolkit may want to invest

i in their traffic building system. However, by requesting this valuable FREE toolkit, you
are under no obligation to buy anything, ever! (And you will get great strategies and tips

1 from this information. We promise.) They even pay the postage! i

Journal-plaza.net ®



DECORIUM

Transitional Gallery

Europe, ltaly in particular. A boutique,
really, and we called it Decorium, a
combination of Décor and Emporium!
We moved Decorium upstairs in ‘93-

it was 5,000 square feet, then, as busi-
ness improved, 10,000 to 15,000 to
20,000 and, finally, our last big expan-
sion to100,000 square feet, the whole

‘94, and opened it to the public. At first  distribution centre.

N | Guarantee
-4 You Will
2 < A ¥ Leverage
A Your Existing
"l Website To
Leslie Carothrs Drive TraffiC
& Boost Sales!

713.705.2482
Call or Email Me Today To Receive...

leslie@tkpartnership.com
www.tkpartnership.com
- Free copy of "Ten Ways You Can Increase Your
Furniture Store Revenue From the Intemnet - NOW".

- No obligation phone consuitation.

- Details on my new blog that will help you fo hamess
tecnnology and social media to drive store revenue.

o

The Kaleidoscope Partnership

Turning onliine strategies into offline home furnishings profits-NOW!

38 FURNITURE WORLD May/June 2008
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Bedding Area

“| came into the business in 1996, just
as things started to change. | had spent
a couple of years as marketing director
for Sports Authority, before pursuing our
family business.

“Since 2007, the three of us, my
father, my brother Howard, and me,
have run Decorium. We're big enough
to bring the consumer great value and to
move a lot of product, and small enough

to growl We offer a lot of style at every
day prices, a little better store and a little
better fashion. We’re a one store oper-
ation and we are very hands on, ship-
ping all over the world.”

“DECORIUM IS A

DESTINATION.

We don‘t have many

browsers because of our
location. People come to

us because we give them
what they really want.”

In the last few years, the forward-think-
ing Forbergs have structured an innova-
tive corporate division, recognizing and
applauding the enormous surge in
Toronto condominium development.
“We've created a furniture package with
the Shane Baghai condo people, and
recently furnished 200 units completely
down to lamps and accessories,



ELIMINATING THE

Overstockification

of the inventory items.

“Using PROFITprofessional,

we learned to manage our
inventory and our profitability
has improved substantially.
We are able to stay ahead of
our competition.”

Chuck McMillin
McMillin's Furniture Inc.
Yale, MI

As you know, inventory is what makes you
money. It starts with recognizing your best
sellers, not just by volume or turns, but by
individual GMROI and keeping those best
sellers in stock. This is a great way to start
controlling your inventory. Now pair that
with identifying your dogs and move them
out as quickly as possible at the highest gross
margin attainable. Together, these are key
tools that help you manage your inventory
and improve your bottom-line.

Call or Click now for a

FREE

Total Retail Success System CD

866.325.0010

www.profitsystems.com/inventor

rnnn;/m
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Y2 FURNITURE

S O F T W ARE

THE ArroRrDABLE HIGH-TECH
SOLUTION FOR FURNITURE RETAILERS!

DYMO Label Printer: BlueTooth
Print price tags, sold tags, Wireless Scanner:
customer labels, & more. Scan your inventory right off

your vendor's delivery truck!

Mini-Scanner:
. > Fits on a keychain and
affordable enough to put in =
every salesperson’s pocket.

What Furniture Store Owners are Saying About Furniture Wizard...

* Now that we are on the system with Furniture $¢ The reports and information that we

Wizard, our bottom line bas increased by have been able to utilize from
17%. We bave cut our inventory by one third. Furniture Wizard is incredible! Our
We love their ordering system. The bar code staff bas taken to this new program so
system works great. Before it would take us easily. Kudos to the Furniture Wizard
days to inventory our floor. now we can do it team for making a product that gives a
in bours. We at Goree's Furniture would like Surniture retailer like us all the tools
to thank everyone at Furniture Wizard and reports that we need lo run our
Software for a job well done. You have a business smoothly! »
wonderful product! *’

Jimmy Goree Craig and Sheila Barthel

President & CEQ , Goree's Furniture Express Mattress Land, USA

See us In Las Vegas at the World Market Center!

www.furniturewizard.com

Journal-plaza.net ®



Inthe Showroom...in the Warehouse...at Your Desk..
The solution to getting your job done!

Wireless Barcode Power!

e Point-of-Sale Receive stock right off the truck, instantly

e Multiple Locations learn UPC codes, print warehouse labels and

® Special Orders price tags, and identify special orders
all without ever touching the computer.

= - - - = - - =
- - . - - 3
% . - i 1

Send Purchase Orders Directly to

(WASHLEY

FURNITURE INDUSTRIES, INC,

QuickBooks® g

£
Fr FOR ON-LINE DEMO, CALL &,
,j chkBooks 6 1 9- 8 6 9-7 2 0 0 1__";_;-

New Vision Information Systems, Inc. = 820 Starboard Sreet * Chula Vista CA 91914
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DECORIUM

absolutely turn key. The buyers are
mostly investors from Hong Kong and
Dubai and they are renting them out tur-
nished. In the case of local purchasers,
when someone buys a condo, they
receive from the builder a Decorium dis-
count card, excellent exposure for us, of
course.

“Toronto’s Princess Margaret Hospital
runs a huge, fund-raising lottery every
vear, giving away large Tridel and
Greenpark homes and condos. We fur-
nish the model homes for them.

“Debbie Fernandez is the manager of
the corporate division, and she devotes
herself completely to this fascinating new
challenge. She is a super talent.”

And there are today’s small space
issues, down-sizers, first home couples,
singles, and so to assist their visualiza-
tion processes the perceptive Forbergs
have devised a special model area with-
in the store to show consumers graphi-
cally how they can get the most litestyle
elbow room from their available square
footage. And with complementary in-
store designer advice. “Twenty-tive per-

cent of our statters are designers and
they are in the upper one-third of per-
formers. With good staft we have less
turnover, and we develop our staff from
within.

“We have our own design centre with-
in Decorium and this helps to get the
consumer engaged in colour coordinat-
ing. The Internet room planner is a great
teature, too, both on the spot and on the
web. Consumers can measure their
spaces at home and spend time on their
computers moving furniture about, then
e-mail the result to our designers to pre-
pick possible pieces, or bring the plans
in with them when they visit.

“Decorium is a destination store; we
dont have many browsers because of
our location. People come to us
because we give them what they really
want. Today’s consumer is different and
we must all flex to change. They are a
lot more educated and confident, and
before they come to us they know (in
many cases from the our website, from
shelter magazines and television design
programmes) what they are looking for,
the style, the trends, where the product is
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New Surroundings Area, 10,000 sq. ft.
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made, the construction components of
the pieces and they have a pretty good
idea of pricing. They are much tarther
ahead in the buying process, stage four,
not stage one. You have to adapt to
each individual consumer. A degree in
psychology would help!

“We collect information from the con-
sumer both from our website and from a
kiosk at the tront door. They are asked
to register with us, to provide their name,
e-mail address, and so forth, thus help-
ing us to build our database. Once they
are registered with us we offer them a
broad spectrum of opportunities, includ-
ing our very popular $1,000 shopping
spree.” No purchase is necessary, con-
sumers can enter in store or online.

“Every month | broadcast an e-mail
newsletter which incorporates four-day
promotional incentives, news about
trends, what's happening in décor, an e-
blastt The special incentives are not
offered to the public at large.”
Decorium currently lists 10,000 on-line
consumers. “We do a lot online with
banner advertising and word scan,
Google search words.”

THE PERCEPTIVE FORBERGS HAVE DEVISED

a special model area within the store to show
consumers graphically how they can get the most
litestyle elbow room from their available square footage.



“We bought Genesis in 2003

and absolutely love it.
Now our salespeople spend

more time on the floor and
less time doing paperwork.

| couldn’t be happier and
would not hesitate to

choose Genesis

all over again.”

- John Dunn

Dunn’s Furniture

Why is Genesis Software User
John Dunn Looking So Relaxed?

® /s easy o use
e has powerful inventory control
® has intuitive POS entry

® includes fast and efficient payroll Call 509-536-4739

e /ets you email your customers with ease for your free demo CD

® ‘ K . .
HE BUIDIREC Sacsin | and information packet
e puls you In control of your businNess

See us in Las Vegas Building B » High Point M-12 IHFC
or at www.ilovegenesis.com

With Report Packels CM“S
=, | "ﬂ'i?m,, -~

Genhess Sofwaw Systuis

&

Advantage

Easy to Use Software Fog,;% Retailers

------




Kidz Pad Youth Gallery

Steve, with a degree in Business
Administration and a huge imagination,
“does all the buying, all the acdvertising
and oversees the operations end of
things. Howard is in charge of sales for
Decorium.

“Dad comes into the store three or
four days a week when he’s at home and
his input is invaluable. He spends win-
ters now in Florida playing golf.”

About nine months ago, the Forbergs
developed a new section within
Decorium called “Surroundings”, an
exciting 10,000 square foot gallery.

GRAB
A SEAT

“Very functional furniture, completely
contemporary.” An outstanding, colour-
ful insert was placed, in broad distribu-
tion, in Canada’s national newspaper,
“The Globe & Mail”. The insert
announced a four-day event, “Save up
to 50% OFF storewide”. A very success-
ful promotion. And a point of interest for
visiting consumers.

For additional exposure, he has used
Condo Life Magazine and Toronto Life.
“And the teachers’ magazine. We run a
special promotion for the teachers of
Ontario to thank them for their efforts in

“WE'VE CREATED

A PACKAGE

with the Shane Baghai
condo people, and
recently furnished 200
units completely down

fo lamps and accessories,
absolutely turn key.”

shaping the minds of the future, giving
back something to these special peo-
pieﬁﬂ

Just recently, Decorium added
Universal Furniture/Better Homes and
Gardens furniture line, the newly
unveiled fourth collection, “traditional
styling with transitional flair”, to their
floor and their website’s promotional
incentives at 20% off. Steve is high on
Better Homes and Gardens’ huge read-
ership of 40 million women, “the second
best selling book in the world, second
only to the Bible! The collections reflect

Nicholas Reid Collection

with our low
VISA and MasterCard
processing rates.

HOME FURNISHINGS

INDEFESBENTS AS10CIATION

Easels by Amron

P.0. Box 970330 Coconut Creek, FL 33097 Tek 1-800-44-EASEL © Fax: 1-800-94-EASEL
www.easelshyamron.com

www.hfia.com or
call 1.800.942.HOME (4663)
for FREE apples-to-apples comparison.
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what women want based on feedback from field editors
that scout the country in search of their input.” Steve
cited one accent piece, a night table that eliminates
those untidy cords; one can plug in lamps, clock radios,
whatever, right into the table.

Other suppliers are Bernhardt, Stanley, Magnussen,
Pulaski, Broyhill, Décor-Rest, Lexington, Romano,
Renwil, Brentwood and Palliser, among others.

“We are a very service oriented company, both pre
and post sale. If a customer decides they really don't
like a fabric, for instance, we will work with them, find
them a fabric they do like, and send the piece out to our
upholsterer. Customization. They made the decision to
come to you tor their needs; we believe in giving the
customer what they really want.

“Our best customers are those that have had service.
We take care of anything, major or minor, large or
small. We handle problems dafter the manufacturers’
warranties have expired. Business is about relationships
and customer service.

“There are more channels for the consumer to pur-
chase furniture than ever before. The big box stores, the
super centres, even grocery stores, and consumers can
be confused. We have to be first, and we have to be dif-
terent, our merchandise, our service and display. So
many retailers now are price driven, and we made the
decision not to play in that game but instead operate in
the upper middle market with style, value, selection and
service.”

Steve is convinced that, “The industry must share
information, not necessarily in their own trading areaq,
but in general, we could all learn so much more.”
Precisely the concept of the founders of FURNITURE WORLD
Magazine, more than a century ago.

Jou

STOP!

-You’ve Found The Answer-

ustom Design
SOFTWARE

Now With Free Built-in
Website Development!

IT'S THE BEST WINDOWS
POINT OF SALE SOFTWARE

® Point of Sale Order Entry

@ Automatic Inventory
Reduction

® Automatic Purchase Orders
® Special Orders

® Lay-A-Ways

® Customer Service

® Customer History

@ Installment Finance Module
@ Real Time Multi-Store

@ Automatic Delivery Routes
& Mapping

® Warehouse Row, Bin &
Level Tracking

® |ntegrated Accounting
including:
Accounts Payable, Payroll,
General Ledger, Banking
® Computer Sales &
Networking

® New QuickBooks

Integration Accounting Option
@ Mailing List ® Integrated Credit Card
@ Automatic Price Tags and Processing

Bar Code @ Since 1991

“Custom Design Software
is the easiest furniture
store software package in
the industry!

Point-and Click

is all you do...
the software

VISIT ME IN

Las Vegas: sidg. 8 16" fioor
High Point: w12 - imrc

OR CALL

automatically 800.884.0806
anticipate§ For Your Free Demo
every retdil

need.”

-Jerry Katz
President




hile there are instances in
which the words “I‘ll know it
when | see it” are based on
logic, there are other
instances in which logic is totally lacking
in this so-called common sense dictum.

Take the example of an instance in
which the dictum is logical. Let’s say you
lost your glasses while working in your
garden. You can say with absolute logic
vou'll know your glasses when you see
them (if you can see them without your
glasses).

Let’s apply this dictum to a customer
shopping for a sofa who, up front, has
just told her salesperson, “I’ll know it
when | see it.” The customer may have
been searching the internet and found
something that looks appropriate. And if
the customer’'s most important need is
based on something visible like color,
style, or size, she may have a valid point.
For that reason, you might reply by say-
ing something like the following: “Since
you seem to be looking for something in
a sofa having to do with how it looks,
would you mind it | asked you a few
questions about what you're hoping to
see in the sofa you are looking for¢”
Having gained the customer’s permis-
sion, you can proceed to inquire about
such things as the color, style, and size
the customer might have in mind.

More often than not, however, what
the customer is looking for is not based

46 FURNITURE WORLD May/June 2008

on color, style, or size. Instead, it is based
on comftort or durability or both, quadlities
that do not reveal themselves to a mere-
ly external visual examination. In other
words, some features customers are
looking for have to do with the valence
factors — a term that address the very per-
sonalized or relevant benefits that a cus-
tomer requires. Experienced salespeople
are fully aware that the valence factors
customers consciously seek in a mattress,
for example, vary considerably from
those they seek in upholstered goods.
Meanwhile the valence factors customers
seek in case goods vary considerably
from those they seek either in a mattress
or in an upholstered item. But the main
reason salespeople should not handle
the “l'll know it when | see it” with
resigned reticence is that to do so is to
betray their role as consultants. There is
more to furniture than meets the eye. And
while it is true the average customer
shopping for turniture is not looking for a
salesperson to tell them how to build a
given piece of furniture, the following
saying popularized among yesteryear’s
salespeople is apropos: “You can never
know too much about your product, but
you can talk too much about it.” It is the
first part of that compound sentence that
too many salespeople disregard.

Nor is the glib expression that furniture
is not rocket science the final verdict on
whether salespeople should have a spe-

Journal-plaza.net ®

cialized knowledge of their product. The
techniques required to make the coils in
our premium mattresses required a lot of
serious research. The stress tests the best
chairs are subjected to are impressive
indeed. And the sheer knowledge of
chemistry imbedded in the dyes that
color the more precious fabrics on

upholstered goods is highly sophisticat-
ed.

Because turniture is complicated, cus-
tomers require knowledgeable salespeo-
ple who truly are consultants. As consul-
tants, salespeople must uncover the hid-
den needs of their customers. That calls
for subtle probing skills. The best sales-
people in every industry are wizards at
probing for customer needs: what the
customer is specifically looking for, the
customer’s complete needs, and the pri-
ority of those needs. These wizards don't
interrogate; instead, like whales, they
sound out a customer’s needs.
Interestingly, the French word for probing
is sonder, to sound out.

A blogger on the creative-brand.com
website noted his concern with the glib
saying, “I'll know it when | see it.”
Although that site focuses on another
industry, his comments are apropos for
ours as well. He states that, “I’ll know it
when | see it” means that you have no
clear idea of what you're trying to
accomplish with your work — no criteria
for your decisions. Therefore, you have
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For all salespeople there will remain
these requirements: product knowledge,

no criteria to evaluate them against...
Instead, here’s what happens: you end
up evaluating your options by simply
looking tor something that happens to
strike a chord and look nice to you.
Doing this reduces your evaluation of
ideas from strategic to aesthetic. Instead
of looking for the right strategic solution,
you end up looking for what's pretty.”

It your store is designed and merchan-
dised in a way that spurs a positive emo-
tional response in customers, then a dif-
ferent approach may be called for If a

selling skills, and attitude.

high percentage of them “see it” in your
store and “know it,” and if customers
who are just looking, can get help quick-
ly when they need it, then the skillful and
early sounding out of customer needs
may not be appropriate. If not, then the
next time one of your customers tells you,
“Ill know it when | see it,” be a wizard, a
Sherlock Holmes. Try to get to the bot-
tom of what that customer is telling you
without annoying them. Your response
calls for more than rocket science, since
many customers simply don’t know

FURNITURE
WORLD

.'_ g -
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.
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e T ™
BbAARM

FURNITURE WORLD
SALES EDUCATION GUIDES

$1.95

Gets New Hires
Up To Speed & Old
Hands From Getting
Left Behind!

See all 20 guide topics
and order form on page 57
of this issue, order online

at www.furninfo.com
or call 877-235-3095
for more information.

16-24 Pages of Product Knowledge
Construction, Styles, Terms

Tel: 914-235-3095 Toll Free: 877-235-3095
sales @ furninfo.com ¢ www.furninfo.com
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enough about furniture features and how
these teatures will meet their needs, to
know it when they see it. They won't
know simply by looking at a recliner that
it has a built-in mechanism for assuring
the recliner will hold a given comfortable
position for years to come. They won't
know that a mattress is not to be judged
by the number of its coils alone, or that
a proper comfort test is necessary to pick
the right set. They won't know that,
depending on a customer’s personalized
needs, a fabric that is a blend may be
superior to a fabric consisting of, say,
Oletin alone or of Nylon alone. In other
words, the average customer requires a
consultant’s eyes, backed up by special-
ized product knowledge.

For all salespeople there will remain
these three requirements: product knowl-
ecdge, selling skills, and attitude. How
well you can provide your customers with
the consultation they require will always
depend on how well you can recom-
mend the best product, once you have
uncovered the customer’s personalized
needs. Only with your help does the cus-
tomer have a real chance of knowing it
when he or she sees it.

Irainer, educator and group leader Dr.
Peter A. Marino writes extensively on
sales fraining techniques and their furni-
ture retailing applications. He has deep
experience as a ftop salesman, sales
manager, corporate trainer and consul-
tant. Dr. Marino has undergraduate
degrees in English and philosophy and «
Ph. D. in ancient Greek and Latin. His
books include “The Golden Rules of
Selling Bedding”, “Stop Llosing Those
Bedding Sales” and “It's Buying, Silly!”
available through FURNITURE WORLD.
Questions can be sent o Peter Marino at
pmarino@furninfo.com. You can read all
of Dr. Marino’s articles on furninfo.com
in the Sales Skill article archives.



Your Solid Wood
Domestic Table Source

e Solid Wood Construction
e Custom Golors Program
e Variety of Wood Stains

e [n Stock Fast Delivery

e Made in USA Since 1892

Metropolitan has the feeling of casual elegance that
is at home in a city or countryside setting. Solfid
maple tops are combined with graceful profiled legs
and nicely scaled drawer fronts. Solid maple English
dovetailed drawers are guided by Premium Siides, a
full extension side mounted ball bearing slide that
gives the drawers a high quality fit and feel.

FURNITURE COMPANY

300 S. 6th Street Kiel, Wl 53042
Phone: 920-894-7441 » Fax: 920-894-3292
email:service@aalaun.com * www.aalaun.com

The natural beauty of Metropolifan is enhanced by
the lustrous finish of solid maple, also available in a
variety of custom Color stains and paints. Offered in
both Condo and Regufar size.

Journal-plaza.net ®
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Dutailier

This modem laocking glider affers adjustoble
headresf, back and lumbar cushions for periec
bock support. Avoiloble with Hhree different

boses, 25 leathers aond 22 microfibers.
Contoct infarmation on inder poge 62,

Mi-di

Division of BOM + Fumiture Infroduces the Urbon Collectlon In

solid hinch, Tablas are ovoilabla in differan? sizas with o cholca of

kable legs. Also avoilable is o vasf seledion of chairs, bulfels,

hufches ond curios. Condod inkurmakion on index page 62..
| i

“Journal-plaza.net ®

New
Creative

Scrofled Coot Rock is
from the Square Nest

Collectian
offering vintage
inspired home

gocessories with a
modam fwist, Producls

include acoessores,

fromes, boskets,
condles, lighting,
clocks,

fumiture and porch

fumbure,

Confudt information on index

page 62

41




Brownsfone
The Skanna Dining -
Colfection with ifs uvnusual .
extension fable exponds - - r—
from 56 ta 727 with the —_— .
wse of eosy fo offach 3

curved lsaves. Coniad o
infcrmofian on index page 62, | o,

AA. logun

Skie nbie fom the

Horbow Town Collection
is craited of solid maple
ond iz part of AA. Loun's

Dinec

The Wind Callecion hos o
sublis majesiic shie. Made of
solid birch, this comemporry
siyled bedmoom fumiture is
avollable in Quean, King and
Calitornia King sizes.

Conierdt miormadion on index poge 62,
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Kloussner

The Foundoiions Colledion hos mefal brocket comers,
recessed campaign shyle occents, and an anfique bross finish.
The collsction boasts foshion-forward trass style boses, and
fectures o deep cherry finish. Comod mformation on indax paga 62.

Harden

Sliding Door Curie has a unigue sliding door design with lights and
glass shelvas, rope fumed legs and o sireicher bose. This cosually
elsgont design is ovailable with seeded gloss doors or with a wire
mesh opfion. Mode of solid chery with Antique Peer finish.

Cantuct infrmation on index poge 62,

.+ -“',i_
A% A
i e
: .3‘)’

3 :-_"h.._. s

p

E.:.-,

Bermex

This fransitlone! dining group is mode of
B North American birch and i3 avoileble in
dé hnishes which can be combined. The
547 gloss fop table is avoiloble with 6
differant lag cholcas (with woaden apron)
os well os 4 bases (no apron).

Confed miormahion pege 82

Journal-plaza.net



Artisan House

Gl"fli'ti‘a“"}!’S"U'tf This mulii-colored, mulii-layered woll seulpiure is

The Legacy Live Collection combines mode in Americe wrough? iron nomed "Koleidoscope.” The piece's finfed steel,

franes with reclaimed wagon poris. Rustic efegonce for both indoor brass, copper and bronze elements combine bold

ond ouikloor use, this colledion provides consumers with o calors with Infriguing tianguior and droulor shapas,

sustomionoble choice in home fumishings. "Kaleikloscope® meosuras 52° x 4" x 33%; retail price,

Contoct information on Index poga 62, $513. Coniod informakicn on mdex page 62,
Tradewins

Extensive storoge is fan atiradive feciure of the sophisticoted Coronado
| Bungalow Collection with ity padesial bed ond two full length pull-out
drawers fithed with dividers. Confact r atfon on index page 62.

—_—
——
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Flexsteel Magnussen

“Mountain®, a 497 toll recliner, with o 227 seat height ond widhh, The versahle Dortmouth Colledion is o cosvol

is caupled with the Indusiry’s sfrongest ond most durable seating dining ossortment that redefines refro siyling with
systam. This mouniain raclinar is now Tifted with Flexskes!'s claon lines and o medium coramel finish aver aosh
shronges! {ift, a mechonism fo maet the neads of foday s larger veneers ond solids. Confuct Informafion on Index poge 62.

cusfomern.  Confocd informadion on index poge 62,

Philips

for The Phillips
Lollection. Large-

' | Journal-plaza.net ®



Fosels by
Amron

Cne of ovar
250 piaces now
ovalloble, this
pose! is 587 tall,
is made of wood

and comes in o

chery finlsh.
Confoct information on

index page 62

Darafeev

' E}"J.Iw fwumi;s Nomod Bcrmfc;of..‘fh

own in fhe new Espresso finisn,

is mode from Americon Maple. Also

avoilable in counfer height ar as a
ame chair. Chooss from a mulhitude of
bric and finish combinotions fo ff info

any décor. Made in USA,

Contact informahion on mdex page 62,

Keystone

legocy Black dining roan: is part of
the Keystone Classics lne of primi-
vl Tina fJurmihme. Avwilabla in ank
and cheny as well os white pine
with o wide sefedlion of sfoin,
design and finishing optians

Confuct Information on index poge 62.
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5" x 7” SLIT TAGS * FAX ORDER 800-784-8488

Order Form On Following Page Or Order Online at www.furninfo.com

Increase Impulse
Sales Every Day! NPW
iN

e Bright, bold messages attract paCkS
buyers and help close deals. Of

 Every tag has ample room for 100!
your pricing and benefit copy.

» Slotted Tags slip over retail and
manufacturer tags.

Order # WxH 5 Pks. 6-11 Pks. 12+ PKks.

HSL = aar 11.85 Pk. 11.26 Pk.  10.67 Pk.

Please specify order code listed under tag picture. Shipping additional

Tagging Guns - Tagging Needles & Vinyl Envelopes (Pack of 100)  Add Shipping
Call 877-235-3095 Minimum Order: 5 Packs (500 Tags) 5 Pks. $8.50
for more information. 4-11 Pks. 1550
12+ Pks. call

All 57" Tags Only $11.85/Pack of 100

clearance

" HSI085-F1 HSI 251-W1 HSL307-A1 HSL307-S1 HSLO07-X1 HSI206-00 " HSL023-B3

é‘

SALE

HSL085-P1 HSL520-G1 " HSL159.G1

HSLO18-X1 HSL206-B1 " HSLO35-A1

HSL135-KT

HSL540-F1 HSLO85-S1 HSLOE8S-X1 HSL 107-00 HSLOB5-AT HSE023-00 HSL085-C2 HSLO53-TT

USE HANDY FW SHOPPER ORDER FORM or Call Toll-Free 877-235-3095 / 914-235-3095
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THE MOST PRODUCTIVE $1.95
YOU'VE EVER INVESTED IN
YOUR FLOOR SALES TEAM

URNITURE WORLD SALES EDUQﬁTIQN Q E§

6-24 PAGES OF FOCUSED PRODUCT, STYLE LS|

FURNITURE
WORLD

S
g TH
a5

h'hllf..vﬂ

E’m“

L\ 8
s

i
i
!l

= ORDER Fax 800- 784 8488
:ﬂ,ﬁ CALL 877-235-3095 - Use Order Form Below
. ‘ or visit our new online store at www.furninfo.com

Many chains and independent retail furniture stores use these
16-24 page guides to teach styles, construction, woods, interior
design, furniture terms and fabrics. Over 600,000 guides sold.
Perfect for new employees and reference. Quantity Discounts.
Call for more information or order below.

L]
TR

EDUCATIONAL GUIDES ORDER FORM  (minimum order 5 guides total) $1.95 EACH - specify quantity

{ EiE® 0000000 . W, oiEes] = =0 0 21. FABRIC APPROPRIATENESS

2 UPHOLSTERY 12. ACCESSORIES 20. SEMNARWORKBOOK |

3. FABRICS & POLYMERS 13. METAL FURNITURE 23 YOUTH/JUVENILE FURN.

4 BEDDING hecaioioliodi 14. BEDROOM FURNITURE 24, ORENTALRUGS

5 DINNGROOM 15, THECMAR. @00 25. EXAM(FORS)

6. OUTDOOR/CASUAL 16, MOTION UPH. twvporabyoiectsnndy 2. 44 CLOSES SALES GUDE

7. CONVERTIBLE UPHOL. 1. clocks 000

8. UCCAS]ONAL FURN.{temp.uutafstnch} P - 18. |NTEF“0H DES|GN _____ G d# G;L";IES K $Tf095-f T
Waes 1o-£4 pPages 1of relal saies tfaining.

. HISTORY OF STYLES ~ _____ 13. WOODS &FINISHES ~ _____ Discounts on 00 or more. Call FURNITURE

10. MORE HISTSTYLES 20. LAMPS & LIGHTING WORLD at 877-235-3095

EDUCATIONAL BOOKS! MULTIMEDIA & FW SUBSCRIPTION QUANTITY COST

FURNITURE PRODUCT KNOWLEDGE ONLINE COURSE $449 single store license {order on www.furnituresalestraining.com)
AUDIO MP3 SALES AUDIO DOWNLOADS (see the full library of audio files online at the www.furinfo.com “FW Online Store)
IT'S BUYING, SILLY! (sales technique book by Peter Marino - 80 pages) $14.95 ea.
GOLDEN RULES OF SELLING BEDDING (100Pg) $12.50 ea.

STOP LOSING THOSE BEDDING SALES BOOK (140 pages) $38.50 ea.

STOP LOSING THOSE BEDDING SALES DVD OR VIDEO (plus guide & book) $149 ea.
FURNITURE WORLD SUBSC. 1 YR-$19 (USA)e 3YR-$39 (USA) « Canada-$29 « Other $85

SLITTAGS 5X7 STYLE NUMBER & DESCRIPTION QUANTITY COST

See previous page for Tags.
Use separate page If necessary...
order guns needles & barbs

TOTAL COST FOR ALL ITEMS

FAX CREDIT CARD ORDERS OR SEND CHECK
FURNITURE WORLD (US FUNDS ONLY) PMB437-1333A NORTH AVE., NEW ROCHELLE, NY 10804
Allow two week delivery - Rush orders call (914)235-3095. FAX: 1-914-235-3278 - Out of USA postage additional

COMPANY ATTN:
MAILING ADDRESS (NO P.0. BOX)

PHONE
[ ] Check Enclosed or [ ] Please Charge to My Credit Card [ ] Retailer [ | Manufacturer

Master Card Visa (circle one)

Expire Date Signatre




INNOVATIVE FURNITURE

HANDLING & STORAGE
SOLUTIONS for the y =
SHOWROOM & WAREHOUSE Y

Poddice Injury & Inenesise Spice

A =0
MANEUVERABLE * RELIABLE » STURDY + HEAVY DUTY » ECONOMICAL

A Arc-Way e 1-800-263-1338

P Industries Inc.

Discover the business benefits of
STORIS Management Systems, a leading
Retail Solutions and Services Provider for

retailers of all sizes. Over 350 retailers have
installed and rely on our solutions to integrate
operations, streamline processes and
outperform the competition.

Point of Sale + Inventory Control + Business Inteligence
InTouch CRM + Customer Service + Merchandising
Supply Chain Management + eCommerce

STORIS

Take a Closer Look...
Call; 888-4-STORIS
Visit; www.sloris.com

SUPPLIERS/CONSULTANTS

Recruiting Retail Management Talent

Exclusively For Furniture Retailers

Let the leader in retail recruiting Go To Bat for you!

* PROVENTRACK RECORD
* GREAT VALUE

* GUARANTEED RESULTS!

p _
Call Sam Leder - THE RECRUITING LEDER, INC. Today!

Toll-Free 1-866-977-8783

TheRecruitingleder@earthlink.net
Managers Fax resumes to 770-977-1174

THE RECRUITING LEDER, INC.

4545 High Rock Terrace ]
Marietta, GA 30066-1607 /
voice: 77/0-977-8783 |

fax: 770-977-1174
E Mail: TheRecruitingl eder @ earthlink.net
Web: www.therecruitfingleder.com

stop
ploging
catch-up
and stant
getting ahead!

The Bolger Grou

*Reduce inventory
*Make delivery a delight

*|ncrease customer satisfaction a
°|mprove warehouse productivity
*Warehouse design and management

DanielBolger, PE. « www.bolgergroup.com
Tel: 740-503-8875 ¢ dbolger@ BolgerGroup.com
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“The Gathy-Cam is amazing! After our first

session, our showroom enjoyed a $27,000
weekend! Clients actually look forward to

their design consultant’s return... Thank you g
Cathy!” N

- Ryan Roffum, Sales Manager,

At
Norwalk the Furniture Idea, Lake Oswego OR H o u Se C al IS

Personal Online Sales & Design Associate by Cathy Finney
Coaching: Easy, affordable one-on-one scheduled coaching T —
sessions. All you need is a microphone
*Web came High Speed Internet 7.5
Messenger.

*Pre-employment
Interviews: Use me to conduct
Interviews of your candidates. I'll
interpret the “Intervieweze!” You will
save ime and money.

*Delivery Staff Coaching:
Empower your Delivery Staff! coach
them on WHAT to say - HOW to say it

e Audio Learning Course
e 10 Lessons

2 CD’s or 10 file MP3 Downloads
e Boost Average Sale & Closing %
» Great For Weekly Sales Meetings
o | isten between UPs

* Learn while commuting

BEFORE they knock on “Ethel’'s” door. They'll make the Click on the red “FW Online Store” button on
LAST IMPRESSION that LASTS! www.furninfo.com or call for more information.
*The cost to you as low as $40.00! Audio Download or CD-ROM Set
; : $200 for single store license.
For More Information on this program, call 877-235-3095 or email audio@furninfo.com

call Cathy Finney Toll Free at
877-FINNYFX (346-6939) or email soar303@comcast .net

Refresh UNCOMPROMISING INTEGRITY. UNPARALLELED RESULTS.

N 0 ghiae. g0 0 110 Truth be known, when many of the nation's more prominent fumiture dealers want
2 o refresh their sales by re-merchandising their showrooms, they rely on the Lynch

Sales Company. For while it's true that we're the industry leader when it comes to

.1-'_ = | }_-.v_—_-r-_

Lynch Sales ":in sk te mao oo
ooking to increase their sales and profits by staying in business.
Com pany In fact, we originated the entire concept of promotional Sales to clear out

Re-MerCh andising old, outdated inventory, providing the cash for fresh, new

looks that increase your sales per square foot.
Sale. Doesn't your store deserve a Lynch Company Sale?

- Wil

es liquidation sales, the majority of our Sale Events are conducted for those

Call today for an outline of our copyrighted re-merchandising sale plan.
Find out how a Lynch Sale can take your business wherever you want it to go.

161 OTTAWA AVENUE N.WL, SUITE 300-F = GRAND RAPIDS, MICHIGAN 49503
10O RECEIVE OUR COMPLETE OUTLINE, CALL 8OO 824 -2238 = WWW.LYNCHSALES.COM

Serving the United States, Canada, and the United Kingdom

Copwriait 2008 Lvnch Brother Lcensng Corporatson

s



SUPPLIERS/CONSULTANTS

Finding GREAT PEOPLE 1s What We Do!

In our first nine years we've worked with more than 200 Home Furnishings Client
Companies Nationwide - and with clients in the United Kingdom, Europe and China.

Furniture Team is Your Top Talent Recruiting Solution! Our range of expertise Includes
mid-level Managers to top Executives in Retail, Wholesale and Logistics/Distribution.

| put my name on the line with each placement! - pPete Tomeck, President

Furniture Team

Management Recruiting, Inc.

Call Pete Tomeck today!
717-361-7858 ¢ http.//www.furniture-team.com

Business Slow? Weather Bad? Randy Terrio Faced slow business
plus a Minnesota Winter and Managed to Set Sales Records!

“To say that the furniture business is tough’ right now would be a gross understatement. To say that the weather
gave us any help would be a lie. But despite those two huge negatives staring us In the face, the Larry
. Mullins promotion that we recently completed was a huge success. Traditionally, February is our slowest

February of 2008. Well, we doubled 2007 February sales and MORE than doubled last year's March

sales—even though our 5 week promotion ended March 17th! Larry provided all of the advertising

ammunition we needed In a timely fashion and we were able to maintain our margins. Meanwhile, the

customers were thrilled, and we were also able to clear out a huge number of the ‘white elephants’ that
always seem to accumulate. Thank You, Larry, for getting us through a very tough period!

RANDY TERRIO, Owner and CEO of Furniture North, Nisswa, Minnesota

Why Use a Hired Gun and Pay Three or Four Times More?

With a Larry Mullins Turn-Key Program (Customized to Your Store)
YOU will be in Charge and You'll Net LOTS More Profit!

Call Larry Mullins Direct: 904 794-9212 or email: ultrasales @bellsouth.net

(Be sure to read Larry’s timely article in this month’s Furniture World! See more articles at www.ultrasales.com)

URNITURE ' SUbscribe To SALES
' FURNITURE WORLD | |EDUCATIO

e Six powerful issues. |N FO ‘7
e In-depth articles on ;
N ) 8 = retail marketing, Find 1,000
— finance, operations, Authoritative

sales & finance.

Subscribe Online At Articles | S
www.furninfo.com www.furninfo.com ===

2 2 FURNITURE WORLD Magazine’s
WP LTI SITen Information Rich Website

IN THnl m xr.! E "
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i sousTars rma " TIMES ARE TOUGH!

100% Windows"™-Based, Completely 2l depelpmmrfiatmin o v
Wireless Retail Management System L T coMpL“:

B s Ve UL . LIST OF SPECIALS & CLOSEOUTS!
FLEXIBLE SERIALIZATION

PREDICTIVE WORKFLOW GIVE SOMETHING GIVE SOMETHING
b el FREE!N: |FREE!SIZ W

3-TIER SECURITY 18PC. COMPLETE KITCHEN SET .‘.‘.PC CERAMIC SALSA SET

24T UNCONDITIONAL SUPPORT
—.——h— - - #
Mg AR SUGGESTED [ i ‘l" ORDER 214

A VAT WA r-fl aotuls com ' ‘ .P'E“IEJEL Neawbifislly Basal
A 5469.95
288 309 8002 | 9.5" STERLINGCRAFT TRAY

merging

F"

:".:a:hrn::i-;i;j'c; T— il | !. . . L
from H Fﬁ_ﬂb‘[ = ORDER A8 | 2 MINIMUM ORDER 288
e HETAIL ‘ MORRY DICKTER DISTRIBUTORS

Solutions
Group J00 Cedar Blvd * Suvite 203 (412)531-5274 ~ FAX 531-5270
Pittsburgh, PA 15228 EMAIL: mdoassociciool.com

MAIE YOUR PRORIS R3EWITh DGA

xperience Matters

Our goal is to prowde you wtth the best support possi '.Ie

Ass ,_';: is a Salﬁ Promotion and Cm:lsulting

S¢ '?j_&ﬁl .J:! ..Hh.-i
f-l-: W St et

3 R N = B

.E‘f; o = Ik—‘:_".?ﬁlu-1 F . -
_d _15 -.- W = L‘] L9 _" <
=7 4 ‘h" .‘-‘” LT e,

David Jr. & Dave St

WelprovidejthelEnergy, *
Customized
nfluxito)RroducejthelSales; S

yourStore)N eeds)for/Rrofit PSR,

- Going Out

AS$O(IATE$I LLC Of Business

- Retirement

www.dg-associates.com - Consulting

3703 North Main St., Suite 201; Rockford, IL 61103
800-551-5864 = 815-877-3382 «# dgaevents@dg-associates.com
All inquires kept in strictest confidence

Journal-plaza.net ®
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TELEPHOHE

720.874.744]

H0.263-1338
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ol Y-227.2254
740.500.8575
510.2260200
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S 00 S0
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501 3302201

201541 2500
H0 584 0806
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AL MGE#  COMPARY TAEPHOHE  EAAAIL PAGEH

sery ie@na laun.com 49 Renikrluypers.com 2052614905  saks@enibuyers.om KL

arcway@him nfo.con 5 SlitTogs S77235ANS  ms@hmindoom 55
shillng@orfksanhouse com 8 Stoos Sa478.6747  coun@stoek.com Y

denis. darveau@hemex oo 52 Tmdewis 4254829321 dhines@yadtelnet 53

dholyen@holiengmup.oom 5% ToffizGus 02054 bretkithen@ocencastnet 17, 37

chris@bmmnsiooelimibre oo 51 Tud i 8778667546 pe@rudidkincom &3

soar S C@aomaonst net N UlroSaks HO.50.5%8  hullrs@ubrasaks.com &)

cdomn@cdsyroup.om 3 Valkeds H0EE2258  rassoo@sgpanet.com a3
nfo@chssiddesign com 21 Vool Mhadet Cenker 2989521 cderec@hbsvegasmodeienteroom 10411

aroyuete@winshrhane oom 5

tcncs@uolkiieaepazn 15| A UNIQUE BUSINESS OPPORTUNITY!
eryk@osimdesiysctivare.net 45 , ,

b Bsyik s | Are you a senior manager with strong sales and team

P 61 building experience and dr_eam of owning your own busi-

Py ness? |s available cash or investment holding you back?
enk.dorveau@hemies oo 9l ) ;

donididubliercon Eonee We may have a unique opportunity for you.

admin@eosekbyanron.com 44 | In select markets across the country, we have

rss@hwmin.com 57 | established small home furnishings stores in need of

bathbld@kaett o 7 | strong industry leadership. With a minimal investment,
il @fersielcon s | you could I:f:}r in and earn in a significant ownership

R R s 5 | stake over time.

ceR@himirekam oo g | If youwould like to learn more, please call Russell at

wDard@hom dvewie coe 40.4] FURNITURE WORLD Magazine 877-235-2095 or emaill

cryshl@eresishirindows.com 43 | retallopportunity@ furninfo.com. Please include a letter of

chris@ymonsiafiocen g | Introduction, your resume, and geographical preference.

dckvelnd@haden.om o | All inquiries will be handled with the strictest confidence.
ni@hfia com 44

lonneGhupe et B REPS WANTED: COFFEE

T = TABLE TOP OTTOMAN LINE

anhoay@omnikather.com C2,1

keps o @hum info.com 2

bdavis@kaussner.com 52

dhrch@hminfocca 59

ni@magnussen.ci 5

meaonigam@microding.com 19

denis.darveau@hemuer o )

rmdaassoa@anl conm &l

bduerke ulhkr@negifs.com 4

Indo@C henpicbyu gment.coe 7 : |

nf@xke coen 12 | Looking for experienced reps to sell the katest trend in

- 0 - living room accessories. Helaxation Designs introduces

E:n;w;mi lhd?zm ;; the v?nrid's first Coffee Table Top Ottornan. %erfect for

_ , everyday relaxation, sports enthusiasts and video gamers,
@ isyskms net 5% | these promotable items can be customized with graphics

theauingkder@earhlnknet % | and text. Please call Eric Elan at Relaxation Designs
ni@recyckdinacom ¢ | 678-778 8042 (www relaxationdesigns) to discuss this unigue

cdoenn@cdsgrou.om 3 | and profitable opportunity.
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SHOW IT N
IN A
BIG WAY/!

TRUCIK
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w— Unique Vehicle Graphics
\ Research Shows:  ® Custom Vehicle Graphics

V. s g i e A TUCKSK® - A 4

displayed on trucks. = D Sk' & — ) - “ |
x 35% say they look closely at them. 00IOKIN

26% said that when they see an ad on the - VEhide Wl'a pS or AdhESiVES

/ side of a truck they perceive the company
to be successful.
Naa ) Best Guarantee

\ ST SEQEYY 't Wi ——— ~— inthe Business!
,, product is bought and used by

their neighbors. Hundpreds of installation locations nationwide!

v« 7 « 7  loupalplafnet® IR
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(Tlatrix
__ )
GLIDER COLLECTION

WHEN “ONE FOR ALL" TAKES A WHOLE NEW MEANING!

MATRIX GLIDER...
fully adaptable to fit
one's morphology perfectly.

The gliders from the MATRIX COLLECTION
fit people 50" to 6’3" tall.

FOR DEALER INFORMATION:
D TAILIER 1 800 363-9817 info@dutailier.com
www.dutailier.com

ournal-plaza.net ®
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